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LS Official and “Unofficial” Views on Pricing . . . 





You know by now that you can't meet kola competition 


with an inferior product. H-R Kola helps you solve your 


kola problem because of its laboratory tested-con- 
sumer approved — uniformly good flavor. Each month 


more and more private label kola bottlers find they 
AN INFERIOR PRODUCT 
DOESNT STAND A cHANce CaN depend upon H-R Kola quality to hold up kola 


sales and profits. H-R Kola provides the quality, flavor, 
uniformity and production flexibility that mean profits. 


Bottle H-R Kola 
Under Your Private Label 
in Any Size Bottle 


PROVE TO YOURSELF WHAT YOU CAN DO WITH H-R KOLA. 
WRITE TODAY FOR A FREE GALLON OF H-R KOLA SYRUP. 


% Special labels and crowns available at cost 


THE SYRUP PRODUCTS COMPANY 


Serving the bottler since 1915 Baltimore 2, Maryland 
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Pa. Bottlers Urge Heavy Voter Registration 


Using every possible weapon in its fight against 
the special soft drink tax of Ic in the State, the 
Keystone Bottlers’ Association gave its blessing and 
support to a campaign originated by the Harrisburg 
bottlers group to increase the registration of voters 
who will support candidates to the General Assembly 
— red to vote against the tax. 

1 addition to approving the Harrisburg project, 
rey association urged all bottlers in the State to 





peos™yow! 


Se you can vote in the 
spring Primary on May 16 
for candidates pled red to 
abolish the Soft Drink 
Tax 


Newspaper advertisement, 

" . The last day to register is 
first used by Harrisburg March 25. 

bottlers, urging voter reg Register at your County 
Courthouse or watch your 
newspaper for dates and 
hours of local registrejon 


istration, is recommended 


by State association for Sisneittia eit alain 
must be twenty-one years 


adoption by other local of age; 9 citizen: have re 

sided im the State one 

groups. year; and lived in your 

election district two 

monihs 

or 

connected with 
registering or voting 


SOFT DRINK BOTTLERS AND 
RETARERS OF HAREISBURG 











embark on similar activities, and in a bulletin issued 
recently, outlined the Harrisburg program, which 
begins with getting all plant employees to register. 
As the next step, proprietors ot every retail outlet 
selling soft drinks are asked to register, together with 
their employees, families and friends. 

The Harrisburg group had several thousand 
bumper signs printed, to be placed on trucks and cat 
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bumpers, urging Pennsylvania voters to register so 
that they can vote in the primary and general elec- 
tions. It also sponsored a newspaper advertisement 
(see illustration). 

The State association urged all bottlers to adopt 
the Harrisburg plan in their own communities, 
after pointing out that the bottlers lost the first round 
in the court fights on the tax. 

It is known that several bottlers have actively 
entered politics and will run for various offices in 
the coming elections. 


1,000 Attend Seven-Up Meet 


More than 1,000 representatives of Seven-Up bot- 
tling operations attended the fifth annual Seven-Up 
Developers’ Meeting, sponsored by the parent com- 
pany in St. Louis, Mo., Mar. 17-18. 

Production, merchandising, distribution and ad- 
vertising plans for the coming 12 months were out- 
lined at the two-day session. Guest speakers included 
Dr. Kenneth McFarland, Superintendent of Schools, 
Topeka, Kansas, and Paul S. Willis, president of 
the Grocery Manufacturers of America 


Urges Joint Action By All Sugar Users 


Joint action by food processors and housewives 
“in winning from the Government in Washington 
ettective recognition that the consumer interest is 
paramount” in the administration of our national 
sugar program, was urged in March by the American 
Bottlers of Carbonated Beverages. 

Its “invitation to teamwork’ toward this objective 
is given in a 16-page booklet entitled “What Price 
Sugar!—The Battle of the Sugar Bowl,” which has 
been sent to all members of Congress and appropriate 
Government officials. It will be widely distributed 
among both industrial sugar users and consumer 
organizations, according to Secretary John J. Riley. 

The booklet features a two-page diagram depict- 
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ing “The Sugar Pipeline and How It's Being 
Drained.” Pointing out that orderly marketing of 
any commodity requires a distributive system, or 
“pipeline,” with adequate reserves at the various key 
points between producer and ultimate consumer, the 
booklet uses the diagram to show how administration 
of the Sugar Act of 1948 is resulting in a steady 
depletion in the stocks of sugar in the American 
market. 

“The alarming feature of this record,” it says, “is 
that the reserve stocks in the pipeline have been re- 
duced below the level which was recognized as 
essential to an orderly distribution of sugar during 
the war when every possible pound of sugar was 
needed for immediate consumption.” 

“The main trouble,” the booklet continues, ‘‘is 
that, in the Sugar Act of 1948, Congress pulled out 
the principal prop of consumer protection, which 
had been in previous sugar control legislation. 

“That prop was the stipulation that the adminis- 
trator of the sugar program could not set his deter- 
mination for a forthcoming year below the actual 
per capita consumption basis established in a pre- 
vious period. . This did not encourage further 
growth in the rate of consumption but it at least 
prevented consumption from being forced below an 
already established rate. 


‘The longer a policy of restriction is allowed to 
continue, the more Americans will be forced to eat 
into the dwindling reserves in the sugar pipeline, 
the greater will be the pressure that is forcing the 


price of sugar up, the lower our per capita consump- 
tion will sag below even the rate in depression years, 


and the more we consumers will be at the mercy of 
unforeseen interruptions in supply.” 

In establishing “the identity of interest among 
all sugar consumers” as the basis for inviting team- 
work in presenting the consumer case to the Govern- 
ment, the booklet reports: 

“Sugar is used by every American housewife both 
for the day's meals and in canning and preserving 
for future meals. It also is an essential item to every 
baker, bottler, confectioner, fruit canner, ice cream 
maker and other food processor using sugar as 
sweetener and preserver.”’ 


7\/2c Coin Proposal Reaches Washington 


What for two years has been practically a “one 
man campaign” to get the government to mint new 
214¢ and 7!/c coins has burgeoned to the point 
where bills calling for such coinage were introduced 
in Congress. First proposed by Edward W. Mehren, 
Beverly Hills, Calif., 


during the course of the national beverage conven- 


president of the Squirt Co., 
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tion at Atlantic City in 1947, the idea appealed to 
many both within and outside the soft drink indus- 
try, and soon developed into a national movement 
with an association — the American Institute for 
Intermediate Coinage — behind it. 

Senate hearings on the bill sponsored by Senators 
Cain, Capehart, Taylor and Downey were held Mar. 
21 and 22 by the Coinage Sub-Committee of the 
Senate Banking and Currency Committee, and the 
testimony for and against the bill received nation- 
wide attention in the daily press and by radio news 
commentators. 

While there is strong support for the intermediate 
coinage proposal, there is equally strong opposition 
against it, and the outcome of the legislation is un- 


predictable. 


More Top Shifts Announced By Pepsi; 
Bottlers Endorse New President Steele 


Further organization changes in top-level man- 
agement of the Pepsi-Cola Co. were reported last 
month, just a few days following the election of 
Alfred N. Steele as President. Mr. Steele succeeded 
Walter S. Mack, Jr., who became Chairman of the 
Board. 

James W. Carker, a director of the company since 
1930, was named Chairman of the Executive Com- 
mittee. 

William B. Forsythe, Vice-President in Charge of 
the company’s Export Department, was named First 
Vice-President of the company, and is to become 
Chairman of the Board of Pepsi-Cola Company of 
Canada, Ltd., Chairman of the Board of Pepsi-Cola 


Pepsi-Cola 


Promotions 


MARTIN 





CARKER BARNET FORSYTHE 
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Ltd., London, England, and President of Compania 
Pepsi-Cola de Cuba. 

Richard H. Burgess has been named Vice-Presi- 
dent and General Sales Manager, succeeding A. B. 
Hoppe, who resigned. He was formerly assistant 
to the Executive Vice-President. In a fourth change, 
M. W. Martin was elected a Vice-President, and 
head of the Law Department. Mr. Martin, associated 
with the company for eleven years, also continues 
as Secretary of the company. 

Herbert L. Barnet, Vice-President in Charge of 
National Accounts, Concessions and Military Sales 
of the company, was named Vice-President in Charge 
of Domestic Operations. 

Also announced was the leaving of Ruth Maier, 
assistant vice-president in charge of public informa- 
tion. 

Mr. Steele's elevation to the presidency apparently 
has won the endorsement of Pepsi-Cola bottlers. 
Following a meeting with him last month, officers 
of the Pepsi-Cola Bottlers Association pledged him 
all-out support and said he is familiar with “the 
serious problems confronting the entire Pepsi-Cola 
family.’” Mr. Steele responded by saying that “the 
management as now constituted has dedicated its 
efforts to the success of the bottlers.” 

Pepsi-Cola show ed a 1949 net profit of $2,135,238, 
compared with earnings of $3,152,817 in 1948. 


Coke Still Forges Ahead; ‘49 Profit Tops “48 


The Coca-Cola Co. and its consolidated subsidiaries 
last month reported that 1949 net profit applicable 
to common stock totaled $35,990,927, a gain over 
its 1948 net profit of $33,794,170. 

Net profit applicable to common stock for the 
fourth quarter of 1949 was $6,095,072, compared 
with $5,574,073 in 1948 


“Bill” Pipes To Consolidated Cork 


In a surprise move, W. J. “Bill” Pipes, w ell-known 
in the industry and for the past several years Presi- 
dent of Mission Dry Corp., Los Angeles, Calif., re- 
signed his position with this company, effective Mar. 
31. Beginning April 1, he joined Consolidated Cork 
Corp., Brooklyn, N. Y., as Vice-President in charge 
of sales, supervising a field force of 40 men. 

Before going over to Mission, Mr. Pipes was a 
Vice-President of Pepsi-Cola Co., during its early 
years, utilizing the experience he had gained in nearly 
twenty years with Nehi Corp 

Mr.Pipes will make his headquarters at the com- 
pany’s New York offices. 
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FAMILIAR SIGHT—FOR HOW LONG? 


The familiar sight of a Coca-Cola beverage truck pass- 
ing the Arc de Triomphe in Paris may soon become 
quite uncommon. French Communists. backed by the 
French wine industry. have introduced a measure 
barring the sale of the product. 





Data On Prices, Deposits Asked 


The A.B.C.B.’s Annual Sales and Cost survey is 
always helpful as a guide to trends within the indus- 
try, but heavy response to the current survey of 1949 
operations indicates that bottlers are particularly 
anxious to have the very latest information on cost 
and sales trends as basis for management decisions 
under today’s conditions of increasing competitive 
pressure and continued high costs. 


In addition to cost information and sales totals, 
the current survey seeks information about prevail- 
ing wholesale and retail prices as of December 31, 
1949, and about prevailing deposit rates for cases 
and bottles. 


Distribution of the survey report is customarily 
limited to bottlers who indicate, by their participa- 
tion, an interest in receiving information of the type 
provided by the study. Individual figures remain 
confidential, but participating bottlers may identify 
their own figures and compare their position with 
other plants of similar size. 


A.B.C.B. Expenses Exceed Revenue 


National association programs and activities, some 
of them developed late in 1949, together with regu- 
lar operating expenses, have, for the first time in 
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1950 STATE CONVENTION CALENDAR 


7 ne following State meeting dates have been definitely set for the 
balance of the 1950 convention season. 


State City Hotel Dates Days 


South Dakota 
Minnesota 
North Dakota 
Wyoming 
Maryland 


Watertown Grand 
Minneapolis Radisson 
Grand Forks Dacotah 
Thermopolis Emery 
Baltimore Emerson 


April 13-14 
April 17-18 
April 20-21 Thurs.-Fri. 
April 28 Friday 
April 29 Sat. 


Thurs.-Fri. 
Mon.-Tues. 











years, produced a deficit, according to the financial 
statement issued recently 


Expenditures totaled $269,521.16, against a gross 


income from memberships and other sources of 
$181,849.02, leaving a deficit of $87,672.14. How- 
ever, dues from associate members derived from 
the sale of space at the Exposition, plus interest on 
investments, reduced this to $4,611.65. 


The association points out that expanded programs 
for the current year will involve similar heavy ex- 
penditures—indicating not only the extent to which 
the national association is attacking industry prob 
lems, but also the need for full support by every 
bottler 


Phe sugar program, for instance, which is estimated 
by the association to have saved the industry 20 mil 
lion dollars, cost A.B.C.B. $17,174. The public re- 
lations program, which has been demonstrated at 
numerous State conventions through the medium of 


a slide-sound film, cost in excess of $65,000 


White Rock Drives For Wider Markets 


Wider distribution with consequent increased 
business volume was forecast for the White Rock 


Corp. by Thomas W 


Balfe, president 

His prediction came on the heels of a recent 
meeting of about 100 company representatives in 
the St. George Hotel, Brooklyn, where Balfe and 
A. Y. Morgan, executive vice president and general 
manager, outlined plans for expansion this yeat 

We expect to franchise some 40 to 50 additional 
bottlers throughout the country,” said Balfe, “to 
augment our existing licensees. Mr. Morgan has 
streamlined our organization, prepared an extensive 


advertising campaign and enlarged our sales force 


The advertising campaign, Balfe and Morgan dis 
closed, would start about April 15. It will be built 


around larger and more frequent advertisements in 
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18 daily newspapers in the New York City metro- 
politan area. 


In addition, White Rock will use a number of 
billboards, end cards in subway trains, and possibly 
contract for a radio show. In anticipation of increased 
volume during 1950, the company has built an $80,- 
000 addition to its Brooklyn bottling plant, where 
White Rock's full line of fruit flavors and ginger 
ale, as well as its sparkling water, is bottled. 


Coke and Pepsi Among Top 100 
National Advertisers 


Coca-Cola Co. and Pepsi-Cola Co. were among the 
leading 100 national advertisers in 1949, according 
to statistics recently compiled by the Publishers In- 
formation Bureau 


Coke invested $3,032,335 in national media last 
year, compared with $3,983,123 in 1948, $2,566,634 
in 1947, and $3,095,340 in 1946. 

Pepsi's national advertising expenditures totaled 
$1,579,935 in 1949, a sharp rise over its 1948 na- 
tional advertising investments of $360,311. In 1947, 


the company spent $1,777,896 in national media, 


and in~1946, $503,403. 


Tru-Ade Bottlers Meet In Chicago 


The rapid growth that Tru-Ade, Inc., has enjoyed 
during its 11 years’ existence was visible at the 
bottlers’ annual meeting on February 6 and 7 in Chi- 
cago’s Drake Hotel 


Present were 125 bottler-members of the group, 
representing almost 100% attendance from the Tru 
Ade bottler family. Content of the 2-day meeting 
was varied, and was directed primarily*toward an- 
swering major problems facing the soft drink in- 


Talk of the Trade’’ continues on Page 63) 
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What the Dr. Swett’s 
“Plus Factors” 


mean to YOU 


ONE wellknown trade-mark 
identifies both your “lead” bev- 
erage and your complete line 
of top-quality mixers and 
flavors. Result . . . better cus- 
tomer acceptance. 

+ + + 


Your flavors, on a protected- 
territory basis, actually cost 
less than most non-protected 
flavor lines. Result . . . more 
profits to you. 

+ + + 


The three bottle sizes enable 
you to meet all competitive 
situations. (7 ounce, 10 ounce 


and big “ONE-WAY” bottles.) |* fanny ameRrcant 


+ + + 








The famous Profit-Sharing 
Plan returns to you a substan- 
tial share of parent company 
profits. 


Dr Swett Root Beer Co. 124 Sth tesalle St. 


Chicago 3, Illinois 
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for full facts on New 
Models with packaged 
refrigeration unit 
counter-balanced lids 





SELECTIVE DISPENSER 


Learn why over 30’, of all bottlers in America use IDEAL with one finger. Investigate these and the many other new 
Dispensers. Find out about the new package-type refriger- improvements in IDEAL “Selective” Dispensers. New 
ation system that slides in and out like a drawer. With only MODEL 70-B (pictured above) vends 80 bottles; precools 
2 clips to loosen, the entire unit can be replaced in 30 80. Height, 32”; Width, 27”; Length, 36”. Two other sizes 
seconds without special tools. Learn about the new re- larger (MODEL 300-B) and smaller (MODEL 35-B). All 


cessed lid that is}counter-balanced so it raises and lowers are selective — vend up to 8 flavors. 


Write, Wire or Phone for Literature and Prices. OPER, 
> 


s 


1°) 


IDEAL Décpenser Company @ 


DEPT. 524, BLOOMINGTON, ILLINOIS 
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RED SEAL 


thoroughly delicious... 
e relreshing and satisiving 


No other flavor is more pleasing than the smooth 
delightful, wholesome goodness of root beer when it’s 
made with Rep Seat Compounds or Extracts. For thirsty 
throats or cash registers, it’s a taste temptor that will 

ring the bell more often — and more continuously 


. v 
de ¢ 
lates ue 

ofa 


ve 


ASK FOR SAMPLES ~ ‘Yq 
OF THESE 


ALL ARE 4-OUNCE STRENGTH 


ROOT BEER COMPOUND 

A delicious flavor with excellent heavy color, 
gaining constantly in popularity 

No. 2 ROOT BEER COMPOUND 

For a smooth, rich and creamy thirst 
quen her 

OLD-FASHIONED ROOT BEER COMPOUND 

A superb taste treat full of good old- 

fashic med flav or 

MOZARK ROOT BEER COMPOUND 


More foamy and with a slightly different ae 


flavor 


ciininaieaiialaiai Quick Delivery! 


Extracts and Compounds that may 
meet your requirements more exact- If your order is received before noon, 
ly, especially for strength shipment will be made the same day. 


WARNER-JENKINSON MFG. CO. 
Manufacturers of Certified Food Colors, Extracts, Flavors, Vanillas 


ESTABLISHED 1905 2526 BALDWIN ST. @ ST. LOUIS 6, MO. 
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Long before the telephone, the automobile, the 
airplane and radio made their appearance, Clicquot Club was a 


well-known name in America. 


Beginning in 1881 in old New England, the fame of this fine product 
spread gradually along the Atlantic seaboard . . . then westward and 


across the seas . . . until everyone came to know and enjoy it. 


This summer, color advertisements in LIFE, COLLIER'S and the Sat- 
urday Evening POST will remind over 50 million readers of the de- 
licious flavor and goodness of Clicquot Club Ginger Ale and other 


flavors. 


The most important part of the Clicquot Club franchise is the wide- 


spread fame of this great name in beverages. 


Some franchise territories are open. 


Clicquot Club 


(Pronounced KLEEK-O) 


BEVERAGES 


Pale Dry and Golden Ginger Ales Sparkling Woter Cola Sarsaparilla 
Root Beer White Sodo Cream Soda Tom Collins Mixer Lime Rickey 


Orange Soda Eskimo Cooler Strawberry Soda Cherry Soda Grape Soda 
True Fruit Raspberry Soda 


Clicquot Club Company— Millis, Massachusetts 
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There is no better way to protect distinctive beverage 
flavor and quality than to seal with Mundet Crowns. Tops 
in service ... tops in value. Mundet Cork Corporation, 
Crown Division, 7101 Tonnelle Ave., North Bergen, N. J. 


MUNDET CROWNS 





COMPLETE CROWN SERVICE 


MUNDET DISTRICT OFFICES 
DALLAS | KANSAS CITY 7, MO. ST. LOUIS 9 





“ATLANTA 


9-41 Elizabeth Street, N.E 601 Second Avenue 


28 St. Louis Avenue 3176 Brannon Avenve 
*BOSTON DETROIT 21 *LOS ANGELES (Maywood) *SAN FRANCISCO 7 
St. (N ambridge 4 440! Prairie Street 6116 Walker Avenue 440 Brannan Street 
*CHICAGO 16 *HOUSTON 1 “NEW ORLEANS 16 

ttage Grove Avenue mmerce and Palmer Street 315-325 N. Front Street *in Canada: 
CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation Ltd 


Le 427 West 4th Street 800 E. Bay St 856 N. 48th Street 35 Booth Avenue 


*“CROWNS CARRIED IN STOCK 


57 Regent 








Toronto emmmmeed 


April, 1950 13 








Make your ’50 season a niffy season... 









/ 


o +. with Twitch 


/ 


We're moving Co our 
acu plant 


On or about May 1, 1950, we'll be 
fuily installed in our new home at 
Haddon and Crestmont Avenues, 
Camden 4, N. J. We've planned it 
so there'll be no hold-ups in pro- 
duction, shipping, or service during 
the move. With 40% more floor 
space filled with added research, 
production and shipping facilities, 
House of Twitchell will do an even 
more complete job of setting the 
pace among flavor suppliers. 

















SOFT DRINK 
SALES 





ems Strawberry Cream! 


Here’s a flavor that will set taste buds to dancing 


among your publie—and sing a sweet profits tune 


for vou as you launch the new season. Like many other 
bottlers, you'll find Twitchell’s Strawberry Cream has 


what it takes to please customers—win trade ! 


This flavor is a brand new slant on the old stand-by. 


Cream Soda. Its a vanilla type. toned with luscious 


strawberry—as good, as rich, as tasty as its name 


suggests, 


You can vet it in two types cloudy or clear. In 


either form, it’s easy to bottle. easy to sell. and quickly 


builds up to big demand. 


New Spring ts now... so write for your cenerous 


free sample—now! 


wn 


COMPANY 


8 yea s of service to bottiers 


221-27 VINE STREET e PHILADELPHIA 6, PA. 
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“I Went to Washington” 


FO sswcron s not only the nation’s capital, it is also the dom 


inant and insurmountable obstacle in the quick solution of the in 
A report on dustry’s price dilemma 
the Government's position By now it has been firmly established that most bottlers and 
with regard to 
collective price action. ... sible for bottlers to take collective action on prices . . . but the fears, 


ind the doubts that such a course of action would bring Govern 

by J. E. STEVENS ment reprisal has effectively stopped industry-wide price readjust- 

; ; ment, notwithstanding the fact that hundreds of bottlers in various 
Staff Editor, N. B. G. 


trade leaders favor higher prices Unquestionably, these senti 


ments would be immediately transformed into action if it were pos 


sections of the country have taken independent action 


Just how much is there to be feared or expected from Wash 
in the effective solution of this price-cost squeeze problem? 
vy seemed to know pecifically, that is. Among trade leaders 


ssociation officials, there was even a hesitancy to speculate 


Consequently, last month, National Bottlers’ Gazette sent me to 


Washington with a specific, three-part assignment 


First, to determine whether the Government is aware of the 
critical condition of the soft drink industry ; second, whether there 
now exists any legal means—any “loopholes” in the anti-trust laws 

for bottlers to raise their prices collectively; and, third, if such 
legal means do not exist, whether there was any possibility of new 
remedial leyvislation being enacted to help the bottler successfully 


meet his high-cost, low price dilemma 


In the course of a week’s investigation, I spoke with several mem 
bers of Conyress, Chiefs of Congressional Committees and Govern 
avencies connected with small business, fair trade practices 

rust legislation, including the Federal Trade Commission, 
Department of Justice and the Senate Sub-Committee on Small 


! 
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Business (a branch of the Senate Committee on Bank 
ing and Currency 


This is what | was told, officially 


Che chances of the Government taking any definite 


action to help financially-distressed bottlers are prac 
tically nil. Not because the Government fails to ap 
preciate the serious position of the bottler, however, 
nor is dyspathetic to his problems. On the contrary, 
most officials to whom I spoke were surprisingly famil- 
ar and seriously concerned with conditions existing 
in the industry today 
And well might they be for Congressmen are 
being deluged with impassioned pleas for “some kind 
from their bottler constituents. The RFC is 


of aid” 


being besieged with requests for loans from bottling 


plants throughout the country (Most of these loan 


RFC 


vill not lend financial assistance to businesses in bad 


ipplications, incidentally, have been refused; 


hape In addition, a special sub-Committee of the 


Small Business Committee recently recommended that 


senate 


investigation of the soft drink industry be 
continued because “business failure is imminent to a 
lis of the industry 

Yes, the Government knows our problems but 


orrowfully admits that it is powerless to offer any 
constructive assistance to help solve them 


Officials cite the Sherman Anti-Trust Act as abso 


lute. “The law does not permit collective price action, 
matter how much need there is for it no matte! 


at the industry's survival depends on it,” is the way 


iw Government official bluntly put it to me 
That brought a series of admittedly naive and pre 


umptious questions on my part. But I had to ask 


them 


If the Sherman law is so unjust, how about re 


pealing it?” was my first approach 


“[Tmpossible,” is what I was told in effect. “The 


\merican public regards the anti-trust law as its only 


ifeyuard 


from greedy 


buckit 


business. To buck the law 
public opinion,” 
irried wit 


peated How 


Alright, granted the law cannot 
ibout amending it, Just ; little 
enough to permit soft drink bottler 

er and get back on their feet?” 
possibility, the Government officials said, but a 
remote one Special exemptions from the anti 


been wvranted before to turmer co-ops 


! 
Ions t 


Du ‘ t i mnuftacturing 
cedent by 
industry would be treading 
combination of b wlitics 
the door fo 
d make the 
time, the 


adootl 


pected in the actions of many other industries, yet 


these industries have never been prosecuted. The Gov 


ernment apparently has provided an umbrella for 


these groups to move in unison. Could similar pro 


tection be extended to the soft drink industry ?” 


The official answer: The Government never ignores 


or closes its eyes to instances of collective price ac 
tion. It simply doesn’t have the facilities to tackle 
all cases of price collusion 

Secondly, some cases of price collusion are so re 
mote effect such few people that sometimes 
the Government never gets wind of them. But, it was 
further explained, any collective price increases on the 
ubiquitous soft drink, 
uct the kids’ drink 


the attention of the 


a universally-consumed prod 
would certainly come to 


And, of 


course, the Department would necessarily have to in 


Department of Justice 


vestigate and instigate anti-trust action 
I attempted another angle. I said that most bottlers 
Would the 


have jurisdiction over them? 


operate intra-state Justice Department 


The answer was “Yes” “Notwithstanding that 


a plant operates within the boundaries of its own 
state, the fact that it buys some of its supplies and 


equipment from other states automatically means 


that it engayes in interstate commerce 


“Even if a plant purchased its supplies in one state 


and confined its operations therein, the Government 
could readily prove that the plant engages in inter 
state commerce on the grounds that the price of soft 
drinks in one 


community affects the price in su 


rounding Thus, the 


communities 
in New York City, 


price of beverages 
for example, has a bearing on the 
price of beverages in Stamford, Connecticut.” 


One last approach, “Suppose,” 


I asked, “that contin 


ate investigation of the industry ts 


approved and suppose official investigation substan 


preliminary findings that many plants are in 


if voing out of business because of a 


selling price What then?” 


to this Was as confusing as is Government 


rocedure itself 


the Government would have to decide whether 


or not a continued investigation of the industry is 


warranted. Next, it would have to determine whethe1 
the invest 


igation is to be handled by the Senate Sub 

Committee which conducted the preliminary study 
lv formed special ill committee or 
Then, an appropriation would have 
questionnaires would have to | pre 

mailed to bottle Then, 


there probably 


some committ ib-committee heat 
» testify. Ther 
vestigation was sat 
needed, it would 

i} to Congress 


prepared 


iggested bill 





told, it would be at least a year, probably much longer, 
before the proposals would reach the floor of Congress. 
Even then, no one could say for sure that such legis- 


lation would be enacted 


At this point, I argued that bottlers need immediate 
help that hundreds of plants are close to the line 
of extinction that unless seme help was forth- 
coming, many bottlers would be forced out of business. 

This brought forth the observation that in the inter- 
ests of self-preservation, other industries and other 
businesses had raised prices collectively 

They also conceded that circumstances alter cases 

that in past instances where price action was 
the only defense against business failure, the govern- 
ment had not been too inclined to take punitive meas- 
ires against the responsible parties 

\lthough it is the duty of Government agencies to 
insure law enforcement, they further elaborated, each 
case ol rice adjustment has its own partic ular as- 
pects— political, moral and economic—which must be 
considered 

They pointed out that the present administration 
has frequently emphasized its desire to stimulate and 
encourage small business activity. It wants to see 
more small businesses, less industrial giants. In prose- 
cuting, or attempting to prosecute, a group of bottlers 
who are essentially small businessmen, the Govern 
ment would be defeating its avowed intentions 

Another consideration, I was frequently reminded, 
is the intent of the anti-trust law. The basic purpose 
of the law is to protect the American consumer from 
being mulcted——not to invoke any hardships on small 
ven big) business 
gressing from theory, the Government officials 
also ventured some information with respect to the 
enforcement of the anti-trust law. It is a fact that 
it the Government moves to prosecute any group for 
collective price action, 7f must prove collusion. The 
burden of proof rests on the Government, not with 
the businesses involved 

In reply to further questioning, they noted that the 

ximum penalty for anti-trust violation (assuming 
vernment prosecuted and won its case) was a 


plus one year imprisonment 


re 


then, is the bitter and difficult paradox in the 
price dilemma. Collective price action ap- 
the quickest way out—but legally, this 
does not exist. In view of this and the 
circumstances, no specific course of action 
recommended. Certainly, it would be foolhardy 
the anti-trust laws. However, in seeking the 
any problem, the intelligent businessman 
to know where the reefs lay and where 
treacherous currents exist 
unds like “double talk,” I plead guilty 


Remember, [| went to Washington 
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Price-for-Profit 
Drive 
Snowballs 


The move to price-for-profit continued to snow 


ball last month. Some of the new developments 


e There were widespread price increases in at 
least six cities, with approximately 65 bottlers in 


volved 


e There were further discussions on the need for 
price increases throughout the industry. The subject 
was predominant at many of the important state 
conventions held in the past thirty days. At the 
York conventions, M. J 
‘National Bottlers 
declared that “bottlers must get the price 

or pay the price.” At the West Virginia meeting, 
NBG staff Editor J. E. Stevens said, “We have 


reached the point in this industry where the big 


Massachusetts and New 
Becker, 


Gazette 


managing editor of 


question is no longer whether prices must be in 
creased, but rather, when and how we are to raise 


them 


e Additional parent companies hopped on the 
bandwagon for increased wholesale prices. In a prog 
ress report to its bottlers, the B-1 Beverage Co. left 
no doubt that higher prices are inevitable. Said presi 
dent Oliver (¢ 


high, steel and freight may go up again, labor may 


Thener: “Sugar prices will remain 


demand a fourth round, and materials and equip 
ment may go even higher in cost 
The Neeco Division of the Atlantic Extract Co., 
Boston, announced that “the six-ounce bottle of 
Neeco Cottee Soda will henceforth be sold for 6« 
To provide franchise bottlers a reasonable profit, 
Neeco has raised the old (wholesale) price of 80 
per case to 96c with a deposit of 3c pet bottle and 
28c¢ per shell, making a total price to the retailers 
of $1.96 
Canada Dry reiterated its position that “pre-wat 


James \W 


price levels are impossible to maintain 
Ellis, head of Canada Dry’s franchising division 
said, “We recently took the initiative and whole 
heartedly recommend a change of the price struc 
We hope that 


not again displaying unwarranted optimism 


ture of all Canada Dry products 
we ar® 
in taking this very important step, but we have come 
to one positive conclusion—we will not again pet 
mit Our competitors, who do not have the strength 


(Continued on page 66 
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In a thoughtful analysis of general and soft drink industry 
conditions, A. B. C. B.'s secretary notes a growing move toward 
higher prices to offset a constantly decreasing profit ratio. 


of bottled soft drinks 
each of the ye 1948 


billion-« 


ars and 
yoing ove 


the 


the 


ase 


industry’ consistent 


been main 


yrowth has been most 


when we that 


consider 


now six times its 
that 
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the more 
when we 
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by 28,000,000 
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t quale al by 


which 


remarkable 


considet 


u record of 


the 


sometimes 


other 
soft 


coms 


that 


population has been 
additional consumers 
growth which ts un 
industries 
drink in 


ared 


The Outlook 


Impressive as 


must not 
the 
for it 
to have m 


Yet the 


forecasts, 


re ports “as 


ment 


yreement tha 


ness 


be taker 


does 


al 


summari 


and 


W 


industry has ; 


have 


ny problems contronting 


outlook 


well as 


economists 


t the 


hole is 


empered 


this 


oO 


from 


yenerally 


e the 


meat 


those of 


there 


itlook 


good 


hy 


Will 


Some 


part of 


! 


percentage of the 


high level 


ficient so 


t 


DArisol to 


if 


vere spending, during 


excess ¢ 


products high as 


ire still taking 


Consumer income its still at a 


within 36, or 4°, of the 


1949 peak-—and recognized as suf 


that, with expected high 


mployment and little fear of a de 


demand will 


SS1on, 


continue 


levels, for example, in com 


prewar, have continued 


ahead of the 


Phat me 


keep well cost-ot 


ing index ans, of course, 


n comparison with prewat 


the 


the 


consumer continues to 
the 
urchases for consump 


ven though he 


means of widening 
ot his p 
IS paying more 
the 


1949, and to 


to prices as result otf 
d in 


1948 


experience 
extent in 
The 


ree that individual 


recent reports generally 
consumers 
the 


somewhat 11 


lattet 
1949, at a rate 


of 150 billion dollars per 


ir, so vou can see that the 


billion 


llar retail sales of this industry's 


they have been 


relativ small 


*s dollar 


consume! 
ves room tor increase 


1949 sales while 


also, 


j 
a is 


somew hat 


being 


1948, due to lower prices 


its sold is reported 


proached 1948. Th 
to business In g 


because of 
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creased 


effect 
during 1949 appears to have elimi 


competition and its 


nated much of the boom features 


of prior postwar vears, 1949 is now 


being considered the 


more logical 


basis upon which to plan for the 


future. Apparently it will be the 


comparison during 1950 
vears which follow 
that the 


1950 has been set 


So it is 
upon that basis general 


to kee Pp 
the 


goal for 
the vear’ 
1949 level 

Now, to 


business at least at 


analyze the outlook for 
consumer expenditures a little more 
cirectly, it 


estimated by the Gro 


cery Manufacturers’ Association of 
America that over-all food consump 


1949, 


the 


tion during including food 


sold it 


consun 


farm and 


eating 


totaled 
slightly 


places about 


public 


$52 billion dollars below 


1948, with that decline attributed 


primarily to lower price levels 


| food store sales 


1949 
A.A. at 


0,200,000,000, which is $300,000, 


1948 


for 
estimated by G.M 


ve pee! 


O00 less thar 


But 


the 


estimate for 


from this we ¢: 


the important 


ft drink sales in total 


food col 


sumption sales picture, al 


though it is obvious that a rather 


substantial art of the 


$1,000,000 


000 retail F of bottled 


sott 


drink ire not accounted for t 


those food totals 


because ot th 
which 


non-food outlets at thev ai 


fit with a wide rang 


different 


industrial groups as t} 


number of factors 


ire of the busines 


tition. effectiveness of 


\.M 


Research Department has estimated 


1 
cost control 


and so or the N 


hat the average profit margi: 


in 1949 ran close 


“ome were cor side) 


this average, of 


iny 


ood processing 


ids iecording to an an 


the Grocery Manufactut 


Association of America, n 


anu 


facturers’ net profits per dollar of 


sales fell ( 


in 1948 to 2.9% ir 


1949. In 1939 the average was 4.6¢ 


April, 1950 


as shown by the 


and 
cated by 
1949 


shown by 


per dollar of sales. Sharper com 


petition, with increased costs in 


production, manufacturing and 
transportation are held responsible, 
notwithstanding ex te 


1949 


nsive pro 


grams during aimed at in 
creasing production and cutting ex 
order to 


penses in 


maintain an 


over-all earnings position 


In our own industry, as you all 


well know, the trend has been in 


that same direction, but apparently 
(and as a whole) not quite so severe 
in the veneral 


field. With 


information concerning yearly price 


food manufactur 


ing only very general 


levels, and based upon weighted 


cost averages trom our own sur 


veys, the trend in bottler’s margin 


per dollar of sales—a ge neral aver 


aye tor plants covered, of course 


has been in a decline since 1939, 


following ratios: 
1939 
1940 
1941 
1946 
1947 


1948 


100 


with a further decline indi 


preliminary estimates for 


The difficulties of expressing such 


fluctuation in a margin of cents 


ase having any meaning 1s 


our recent report cover 


ing a detailed study of the results 
of 1948 operations in 49 plants of 
varying capacities, and widely dis 
tributed. In 


prices 


those plants, selling 


ranged from 65.5¢ to $1.40 


per case, including all sizes, with 


margins varying from a net loss of 
12.8¢ per dollar of sales to a margin 
of 23.0c profit per dollar of sales 
But, if we the 


margin per dollar of sales in 1939 to 


consider average 


have been about 13.2c, as our cost 


survey of that year indicated, it 
does mean that today that average 
is only 7.0c on the sales dollar, or 


less 

what I 
the 
difficulties of 


From outlined re 
outlook, 


price 


have 
garding 
the 


general and 


levels and 
competition now facing business, it 
would appear that some of our dif 
ficulties at least do fit into the gen 
eral pattern of troubles facing busi 
That is the 


information we 


ness generally 
the 


reason 
I believe have 
on what are considered proper ap 
proaches to solving them are of in 
terest 

For example, the Research Insti 
tute’s recent 
the 


that almost half of the plants sur 


summary of plans to 


meet situation in 1950 shows 


veyed in the manufacturing fields 
are planning to install more modern 
plant facilities as a means of cost 
reduction, to streamline plant pro 
cedures, and to give special atten 


tion to materials handling. A some 


Bottled soft drinks. sold through nearly one and a half million retail 
outlets, and constantly expanding distribution through automatic vend 


ing. are now a billion dollar business. 








vhat le 
higher 
offices 


ser proportion are planning 
work 


proc ‘ dure _ 


loads and improved 
as other means of 
meeting the cost-price squeeze 
Somewhat surprisingly, however, 
and no doubt due to the steady in 
crease in competition and the in 
creased 


attention to. price by the 


consumer, notwithstanding his high 
level of purchasing power, the same 
showed that these 


urvey plans re 


yarding cost-reduction are consid 


ered only secondary to sales 


The plants surveyed’ indicated 


that they intended to place greater 
as the 


followed in 1950, with 


emphasis on sales promotion 


policy to be 


increases in sales forces 


Increases 


in advertising, more careful plan 
ning of sales territories, heavy re 
liance upor 


branded goods, and a 


high degree of interest in new prod 
ict as means of strengthening 


competitive positions 


Causes of Business Failures 


Now from the standpoint of 


omparison of some of this indus 


trv’s current difficulties, so well 


known to all of us, with those facing 
business generally, the Business In 
formation Division of Dun & Brad 
treet recently issued a statement 
ting the causes of failures during 


t 1949 of 2,261 


e third quarter of 


408 


req late siile listed as the 
¢ failures, with 
such firms (o1 


hat teature 


involved heavy 


nvolved exces 


volved inven 


volved compet! 


involved rece 


However, it does indicate the great 
importance to survival of adequate 
sales, and of attention to costs 
It also points out the relatively 


high ratio of failures involving 


over-expansion or a plant invest 
ment beyond the actual needs of the 


business 


Higher Price Levels 


As we discuss and try to evaluate 


all of these things, we 


also get a 
picture of just how the industry’s 
problem of the squeeze of costs on 
prices has been piling up, because 
it becomes quite apparent that even 
the margin of earnings is fast ap 
proaching the 


point of disappear 


ance, and many are substantially 


below the average 


The efforts which the industry 


has put forth on the matter of in 
creased efficiency and other cost re 
duction factors has no doubt had 


very telling effect—-obviously that 
is the only way in which many have 
been able to continue in what is 
still a highly competitive 


More and 


market 


more frequently we 


hear of corrective measures being 


taken to reduce the investment in 


fixed assets—to eliminate the over 


expansion and indulgence in some 
of those other overhead items which 
seem to have been looked upon as 
necessities in planning for the post 
Wal period but which now are re¢ 
ognized as so much excess baggage 
when cost of the extra freight is 


l 


figured 


This has always beer 


of intense competitior Indeper 
dence of pricing action has not beet 


" t ling 
tstanding 


i 
know 


try features which needs changing 
and which does appear to be chang- 
ing as the result of the action of 
those who look upon it as their only 
means of survival and who with 
courage have acted on their convic 
tions. Some have tried it and were 
Others 


tried it and, while the prob 


unable to stand the strain 
have 
lems and the competitive difficulties 
were 


great, they nevertheless have 


found the advantages far out 
weighed those disadvantages 


I realize there is a lot of danger 


in judging a trend relating to 


changing price levels by mere sta 


tistics. But the 1947 Census does 


indicate such a trend. During the 


war years—-with price controls 

we all know that prices were frozen 
so that the prewar level was main 
And we know 
that, as an average for the country 


that 


tained to large degree 


as a whole, 
less. Yet the 
by the Census of bottled soft drinks 


level was 80c o1 


average price show! 


for 1947—the first vear when price 
controls were 


As a 


removed Was &2.7¢ 
feature of our survey ol 
plants in connection with our profit 
volume study covering 1948 opera 
tions, the selling 


average price in 


the 49 plants covered was &4.2¢ pe! 
case. Large sizes of bottles were in 
cluded, but I doubt that they were 
in such proportion as to ove} bal 
ince the general situation 


Of course, it is realized that suc 


small number of plants cannot be 
safely relied upon as indicating any 


yeneral change, but since those 49 


plants were spread all over the map 
ind in all size and brand categor 
it Is it’ le 


ast some indication 


price picture is undergoing chang 


\s that shift 


takes on the 


gains adherents and 

momentum it needs 

to carry \ the hurdle, by mak 

rice level more the 

ind less the exception in the 

‘s relations with its dealers 

will come the time whet 

fear of price competition at pre 

ar levels will be dissipated ts 
accomplishment wi 

attentior 


' 





, Constant Costs 


by THOMAS F. BAKER, 
Administrative Assistant, A. B. C. B. 


science 


qs the ot 


accounting and about 
among its many practitioners there 
seems to exist 


them either as to control, or itors and such other help that is 
in 


some cases, elimination 
a wide divergence of ] 


not directly concerned with the 
manufacture of the product; Office 
Supplies; Telephone; Postage ; 


have learned from the “school 
opinion as to what title or general of hard knocks” that it is never well and 
classification should be given to the to enter an argument without some 


sugyvestion as to what 
discussion here. Among this think 


other costs of similar type. 
type of costs of you might As 
would or should be the ulti 


mate solution. Therefore, it 


doing business you can see from some otf 
these typical costs, each and every 
group are those who argue that 


Is my 
there rea 


one of them is subject to executive 


control. I would like to emphasize 
as “Constant Costs” that 
name Why constant? 


are sometimes to me 


is nothing in a name, suggestion that you begin to think 
that facts will-support the conclu of these costs they are with you from the 
sion regardless of the because this word very beginning of your business 
These cost types means a matter of import In order to carry on a manufac 
referred to as “Indirect Costs’. It ance; it denotes a continuing matter turing business, it is necessary to 
this designation with which I of such importance as to be closely 

argue, becauss 


have the facilities to do business 
by implication, pur watched 


These include buildings, equipment, 
posely or otherwise, it lulls man As a definition 


and the never-to-be forgotten or 
agement into suspecting that they 


- ganization. Therefore, each of you, 
Constant costs are those items : 
are relatively unimportant and in when planning the business you 
: which do not vary with volume of ’ 
significant to his business 


now own or represent, unconscious 
snot ; ‘ production or sales, and thus do I 
no e? group o prac itioners 


lv determines the 
not increase or decrease as the 
science of accounting levv a 


, volume 
different name on tl 


proport 1onate 
In the 


= amount of your constant costs. It is 
increases or decreases . 

11s particular 
r 


thus evident that constant 
costs. They refer to them Some of these constant costs are 


costs 
grout ot 


originate principally from the initial 
provision of capacity to do business, 
Equipment; while 
Insurance; Repairs to 


‘ 


osts”. This name I vig Light; Heat 


Rent; Depreciation 
protest because it by 


im of Suildings and variable costs represent the 
states that they are sta Taxes 
because of this im 


ict, nothing can be 


additional costs of utilizing the ca 
atl d 


pacity to produce and to sell goods 
So, 


Buildings and Equipment; Salaries 
done of Executives, Superintendent, Jan in your analysis of costs of 
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doing business, don’t make the seri The loss suffered in syrup was a Along came the end of the year 


ous mistake of taking these costs variable cost, while the salary loss and of course the inevitable income 


granted because of their rela suffered due to inefficiency of tl tax. Was he surprised to learn that 


nimportance on your profit plant superinten lent was a constant he had to pay taxes on 100 of the 
stutement 


cost. The difficulty about the latte gain he had realized from the sale 
the theory discussior cost is that it is extremely hard of those trucks. Why? Because such 


some actual example = measure vet just as expensi “as transactions fall under the heading 


irring right in the industry the former Also. it would be my ol capital gains and losses, covered 


Recently, there came to mv atten opinion that inefficiency loss is the by Section 117 of the Internal Reve 


this story about a bottler i more dangerous type of loss because nue Code. It is true that since he 
the South experiencing high ma t may be responsible for other had made a gain on the sale of the 
terial costs, who was producing one types of losses trucks he was liable for some tax, 

a 12 oz. bottle This situa The plant involved i § the difference being in whether he 


brought as it was ample found a solution to pi would have to pay on 50% of the 
consistent policy 1 firm to ticular problem. That solution was vain or LOO: Here is the crux of 
quarterly audits of its opera the installation of a system whereby the matter--if he had held on to 
At the end of the third quarte the syruy throw yas shvsical those trucks for an additional one 


covering the yearly period measured by use of a 2 oz. graduate month and one day he would have 

| | ie r ' 
f capacity production —it was de at least three times a dav and re been lable for 90 of the gai 
termined that the flavor costs were corded on a “Report of Daily Oper i ead of 100 Section 117 pro 


t 


extremely high in comparison with ating Tests”. which re vides that if depreciable assets are 


pe 
‘ther operation periods. This was placed on the plant owner's held longer than a period of six 
vh about 12 per cent. When \ further check was inst months any gain realized after that 


ing this back through the the form of a record known as period of time will only be subject 
means of comparing pro “Daily Production and Yield Re to taxation at a rate of 507 of such 


against the amount of sy port” which measured 


ictual pro ain. So vou see that a savings in 
‘ ial y 
t was determined that duction against the exact amount this case would have resulted with 


carelessness the syruper of flavor used during the di Bot i little patience and understanding 


allowed to throw about % ounces of these forms | N 


’ , 1 } 
“uve Now, let’s bring the examples a 


up per bottle than was re dardized and are availabl ‘ little closer home. Consider for a 
formula quest trom \ B.C.B moment the many times when 


you 


sponsibility for product 


Still another example Shortly ave picked ul the telephone at al 


inif this plant was fixed after the f ‘ wal expense of from 5c to 10¢ or more 


wit! plant superintendent heard this storv about new an insignificant matter when a 
Wher 


superintendent was tler entering the industrv. ° ' 1 post card would have done 
| ing t idustt pal 


with this situation he 


idmitted that, while the » look over h y ame to work in the mornir 


ir bottler, when s I. Or, the times wher 


was thoroughly cleansed decided o1 number of ~ f that one or several unneces 
day, he actually made n aT a Ch _— sarv lights or a motor were left o1 
check of the syrup throw the leaky faucet that 
period of time. He merely calling the plumber 
the unit after cle: truck vou left un 
mechanical adjustment to find rusted bevond 
syrup throw, overlook There is a lot of truth to 
ssibility that there may old saving “an ounce 

omething wrong with worth a pound of 


nderesti 


cons 
uur business tl were 
items created As vout 
continues they either cor 
vour succes or because 
ion take more from 
should. To my 
f { 


no group of cos 


important, 





Crowns 


| by SAM SCOTT, 


ith i sc a el ls en a a na | rr 


WwW, find that one of the most im 


gs in saving you money 
your crowns is the s¢ 


lection of a container in which the 


crown shipped to you Cartons 

seem be the answer today; a 

weight board is selected 

the crown carton can be 

it doesn't break 

shouldn’t be used as a 

ladder. Neither should they be used 

at because vou cause the car 

bulge and the least bit of 

a filled box will 

crowns to bend regardless 

from which they are 

prove that by taking 

crowns and squeezing 

throw them back in the 

ut into the hopper and 

1 out how many jam in the chute 

how many jam in the hopper 

crowns are stacked six high you 

ve approximately 250 pounds 

weight on the bottom box and if the 

bottom box is bulged just a littl 

vou have bent sufficient crowns to 
cause a jam in the crowning 

| 


vou know what it costs 


a stoppage Trom any 


crowns should be stored off 
that you get complete 
cartor 

stack them in a clean, 

vy trom the outer 
equipment. If 

neld an excessive 

an excessively dry 

cork dise will droy 


wet, they will 
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There is a sufficient lubricant on 
the crown itself to lubricate your 
hoppe r and vour chute This should 
be cleaned out at the end of the day 
and if you clean the chute and clean 
the hopper daily, you should have 
a smooth-running operation the 


following day 


Just as a matter of figures, I have 
selected the price of 20 cents pe 


gross because it is easier to figure 


That is taking into consideration 
a two-color crown with a composi 
ion disc. This is merely to show 
that if your operator loses a dozen 
crowns when he changes trom one 
flavor to another and if he changes 
two or three times a day, it can cost 
you a lot of money. Care can save 
that. At 20 cents a gross, It costs 
you .0O16 per crown, or .0332 or a 
third of a cent, approximately, pet 
case. You can see how, with three 
changes, if you lose two dozen, it 
would cost you .0996 or almost a 
dime. This isn’t much, but as you 
multiply it through the days, in time 
you can have an appreciable saving 
if you save 2 to 3 dozen crowns per 


day’s operation 


It is important that you maintain 
a Ssatistactory inventory It is 
equally important to low cost opera 


tion that vou don't overbuy 


Store your crowns with the deco 
ration face to the front, so that you 
can read them very easily when you 
go to get them. That is another lit 
tle quirk in the handling of crowns 
by which you can save time and 
money 

A careful check of your stoc k, a 

of your operations 
ry substantial saving 
a Vvear in 


crowns 


Proper crown storage is shown in 
this picture, with but one remission— 
the cartons are stacked too high in 
the rear piles, putting too much pres 
sure on the lower levels. The cat 
walks are marked for easy sorting: 
provide air circulation and damp 
ness protection for the cartons at the 
same time. 





Common practice in many plants is 
to use the crown shipping carton as 
an auxiliary “feed” hopper for the 
regular hopper. 








: CO. and Carbonation 


La esenewene 


? ust of all, your method of CO machine or machines you are em 
supply can vary considerably—you ploying 


can get it out of the familiar 50 That same thing holds true in the 


pound drum or you can use it out of the so-called full opening or 


of various type dry ice converters, large type converter. Some of them 
or out of a low-temperature liquid hold 12 blocks, some hold 15, and 


‘ 


storage tank. The gas itself, from some hold 20. Take the case of the 


iny reputable source, is presumed 12-block converter which holds 600 


to be the same. However, there ar pounds of dry ice. The rate of with 


certain problems that are entailed drawal is 


1) pounds an hour per 
by each one of those methods of unit without outside heat. Beyond 


sage First of all, in cylinders, that 


rate you start to refrigerate 
there can be a considerable loss due unit and waste gas. You don’t 


to residue gas left in the cylindet 4 it out because it is too cold 


because the user didn’t get it all out In the case of a 20-block or 1.000 
There may not be enough cylinders pound converter, we figure an aver 
hooked to the manifold and they age of 60 pounds an hour can be 
became too cold. The pressure drops withdrawn from that unit without 
they no pressure on the mani additional heat. So, if you are rut 
10 pounds may be ning equipment requiring 65 or 68 
old cylinder. The average and you have only one of those units 
withdrawal rate from a= standard in service, you will eventually freeze 
drum is four pounds per hour with ip the unit before you have gotten 
out heat. Without a hot water bath out the gas that was put into it 
or some outside method of warming With a bulk liquid system you 
the cylinder, you can't get may eae t a low te mperature liquified 
gas, and an electric heating system 
There is no problem here as far as 
Using Converters 


ol onverters, there 


] 


la lot of bottlers using what 


1 150 pound converter, hold 


three blocks of ice, in multiples 


by E. M. NEWTON, 
Pure Carbonic, Inc. 


left-over gas is concerned. You are 
continually employing the product 
and it is filled periodically from a 
tank wagon. There is presumed to 


ve no residue loss in this system 


Regulators 


So we come to the next stage in 
handling the gas, which is regula 
tion. There are various ways to em 
ploy regulators. One thing we have 
found is that a lot of bottlers uss 
too much heat in an effort to keep 
the regulator from freezing. They 
yet it too hot, either from electricity 
or gas flame. I have gone into plants, 
put my hand on the regulator and 
found it hot enough to burn my fin 
ger. That is bad for the regulato1 
It causes it to break down quicker 

A regulator is a simple device 
a combination of a diaphragm, a 
lever, a spring and a mechanism 
that operates a seat. The spring is 
opposed to the pressure of gas com 
ing into the regulator and the seat 
opens and closes and allows a cet 


tain number of pounds to 





Oo or more. You can expect 

10 pounds an hour p " 

rom these units without 

t. There is, we know 
quantity of 

ve too tew cot 

installatior 
same thing occurs 
You draw from the 


Thev become too cold 


sure goes dow! 


This typical small-plant setup shows a six-drum hookup feeding a 


200 gallon refrigerating and carbonating unit. 
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That 


of flow is measured in pressure on 


through that regulator rate 


your gauge and not in pounds per 


hour, so if you put 60 pounds pres 
sure on a certain type regulator you 


can get a certain number of cubic 


feet 


On another type of regulator, a 


large one for instance, the same 60 


pounds will put out four times the 


amount of cubic footage. You must 


have the proper regulator. The con 
cern from whom you buy your gas 


can give you information on the 


prope} regulator 


S1Z¢ 


Recently we have discovered that 


a two-stage regulator is a desirable 


thing. Relatively few of them are 


in use at the There are 


present time 
plants. A 


is simply 


some in large two-stage 


regulatot two regulators 


in one unit. The first stage of regu 


The 
adjustable, tne 


lation is automatic second 


stage 1s sume a@s 
your standard regulator is adjust 
able. The first stage is controlled by 
the inlet pressure on the regulator 
For example, in a high-pressure sys 
tem with probably 900 pounds pres 


sure in converters, you set your reg- 


ulator for, let’s say, 60 pounds. Af 
ter you have discharged 1700 pounds 
of 2000 pounds capacity, your inlet 
pressure 1s going to be lower on 


will be re 
little 


that regulator and you 


quired to turn the handle a 


and increase the outlet pressure 
vive you a pressure flu 


in vour bottling process, 


is not recommended 


ink ¢ 


uniform 


verybody realizes that 


pressure Is necessary tor 
propel carbonation It Is 


thought that a 


now 


two-stayve regulator 


has some advantages over the stand 


ard single regulator. However, good 


results are obtained with the stand 


ard regulator, that is, one that is 


proper sized for the job, properly 


serviced and handled so it doesn't 


yet to leaking 


We now yet into cooling Ot 


everybody cools their water, 


course 


more than others. Some cool 


some 


it too m others not enough. A 


lot have right 


11 t 
just 


numerous cooling systems on the 


market. Most all of them are accu 


ate and pretty good if 


prope rly 
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There are 


used. They do have adjustments. In 
order to get better carbonation, a 
lot of effort is frequently wasted in 
refrigeration by having the water 
too cold. There are many other fac- 
tors in the production of a good 
bottle of soda water just as vital as 
the cooled water 

Bottles coming out of the soaker 
too hot have an effect on carbonation 
You take 


in a hot bottle and you have luke 


nice cold water and put 
warm water when you get through 
The product is as good as the tem- 
the is bottled, 


not before or after 


perature at time it 

It has been determined that when 
you mix your syrup and water in 
the bottle. which most bottling ma- 
chines do, you should cool the syrup 
as well as the water. This is done 
by some bottlers, 


but not by many. 


It is a big factor in uniform pro 


duction to have your syrup cooled 
along with your water and have 
your bottles coming out of the rinse 
cool condi 


water in a moderately 


tion 
Waste Through Leakage 


Those three factors—the temper 


ature of your bottle, the tempera- 
ture of your water, and the temper 
ature of your syrup, if they can be 
controlled at a uniform rate, will 
produce better carbonation and, in 
getting better carbonation, you will 
use less gas providing your system 
is not leaking 

Leaks can occur most anywhere 


You 


start out with your gas piping, then 


and, unfortunately, they do 


your regulator, your heating 


SYS 


tem, your carbonator, your soda 


filler. Any 


where along the gas line leaks can 


water line through the 


occur and, as has been mentioned 


before, that should be checked regu 
leaks 


a gas plant for checking 


larly fot A simple way we 
employ at 
leaks could be employed in a bottling 
plant. Get a shaving brush and ten- 
cent cake of cheap shaving soap and 
lather. Paint all joints and 
that lather. If 
the slightest leak it will blow a soap 
bubble 
hold a 


tions 


make a 


valves with there is 
The old idea that you could 
around CO 


leak 


match 


find a 


connec 


and would be all 


right, excepting that it has to be a 
pretty good leak to blow the match 
out. You can kid yourself by feeling 
the thing is not leaking when actu 
ally it is, and it is surprising how a 
small pin-hole leak will, in 24 hours, 
build up a loss of pounds of CO, and 
a lot of money 

A lot of lost 


your carbonator and your filler be- 


gas is snifting in 


cause of improper adjustment. Ma- 


chinery must be properly main 


tained to get proper carbonation 


and results from your CO, gas, no 
matter from whom you buy it or 
what type of supply system you em 
carbonator has to be 


ploy. Your 


properly functioning and your 
snifter has to be working properly, 
in order to get good, uniform car 
bonation at a reasonable cost 

The 


your beverages are usually 


volumes of carbonation in 
deter 
mined in advance. Various bever- 
ages have different volumes of car 
bonation, as we all know. Too few 
people test volumes often enough 
I asked a bottler the 
“How many volumes of carbonation 
He said, ‘I 
posed to use three and a half.’ He 
didn’t know. It 


didn’t want to know 


other day, 


do you use?” am sup 


wasn’t because he 
He hadn't set 
up a practice of testing for carbon 
ation at frequent intervals and with 
the proper testing apparatus 

There are several kinds. I won't 


attempt to recommend any one 
There are many on the market. They 


You 


means of 


are all good if properly used 
should 
recording temperature and pressure 


in the bottle 


have an accurate 


asked 


“How many cases to the pound am 


I have been many times, 
I supposed to get?” That is a pretty 
hard The 


of the bottle varies from 6! 


question to answer size 
ounces 
up to 32. You have various flavors 
that require different carbonation 
However, any gas company can de 
that if ask 


set forth your special characteris 


termine you them and 


tics. It should be done to check your 
own production occasionally and see 
if you are getting the right amount 
of beverage yield from a pound of 
your CO. gas. This is important and 
is overlooked by a lot of bottlers 


25 





SHOW PLANT 


in Mexico City 


y Cia Embotelladora Nacion: Landscaped driveway and flagstone 
walk add to the impressive gray 
; ; stone and tile entrance of the new 
Pepsi-Cola franchise for plant of Cia Embotelladora Na 
surrounding te ory, cional, S. A. in Mexico City. Note 

abundant use of windows. 


‘ \. of Mexico City I) k 


market trom 


SHOO OOO 
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ROLLING BILLBOARDS ... 


Delivery equipment and uniformed driver-salesmen reflect same care and cleanliness of 


the plant. Trucks operated from plant and by distributors service firm's 30.000 outlets. 





Peerless 


» a battery of 
treating equipment. As a 
further precaution, simple sirup is 
pumped through an Alsop sealed 
disc filter to twelve stainless steel 


500-pa 


Pfaudler tanks 
‘o avoid the construction of 
second floor sirup room the com 
pany has devised a system whereby 
the finished sirup is pumped to an 
elevated tank and flows by gravity 
directly to the sirupers in the bot 


thing department 


At the present time two 50-spout 
bottling lines are installed (one a 
50-spout Liquid and the other a 50 


spout Cem). Each unit is served by 


t 
Mever-Dumore bottle washer 
ave been made for the 

lant to ultimately install four com 
which will then give it 

a production of approximately 
VOU Cases per day This comp: 
in 1943-—the 

original plant 


ipproximately 5,000 cases per day 
ope ration Incorpo 
modern mechani 


technical improvements it 
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the industry, so does the company’s 
promotion and merchandising a 
tivities reflect the modern motif 
Distribution is carried out by 17 
concessionalres throughout the 
Federal district and by 3 other dis 
tributors in the remainder of the 
company’s territory (Mexico, Hi 
dalgo and Morelos 

The sales department is headed 
by a sales manager who checks the 
efficiency of service given by driver- 
salesmen to the 30,000 outlets cov 


ered by the plant 


Extensive Promotion 


“Two “panel” trucks are used ex- 


clusively by the publicity depart 


ment for the erection and servicing 
of metal and other point-of-pur- 
chase signs. In addition, the com- 
pany also utilizes 24-sheet posters 
throughout its marketing area. The 
Pepsi-Cola jingles are broadcast 
over several local stations, inelud 
ing XEW, which not only enjoys a 
nation-wide net-work but is also 


heard in other’ Latin-American 


countries, as well as in parts of 


the U. S. Newspapers, magazines 
and car cards are additional adver 
tising media employed by the com 
pany. 

The company also sponsors a 
feminine basketball team which has 
worked its way up from. the 
amateur league into the top rank 


of semi-professional players 


One particular promotional pro 
gram which has proved successful 
has been the use of a sound truck 
which gives daily free movie per 
formances In parks, schools and in 


thickly 


Performances are 


the more populated  dis- 


tricts given 
each night at specified locations 
During the day, the sound truck 
drives through the area announ¢ 
ing where the movies will be shown 
later that evening. Entertainment 


consists of educational pictures 


and popular movie shorts (inter 


posed by Pepsi Cola jingles 


In charge of this plant are Hat 
old Circuit, general manager; Luis 
Regordosa, plant superintendent, 
and Ricardo Juarez, sales and pub 


licity. (See photos Pages 28-29 





Complete water purification system 
processes water supply which comes 
from a deep well sunk underneath 
the plant. Cooling and compressing 
unit, at left. flank water treating 
equipment. 
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ee 
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' Large well-lighted warehouse space 


has been provided to hold tremen- 
dous capacity of filled and empty 
cases.... Extensive use of roller con- 
veyors... 





.as shown in this close-up ex 
pedites loading and unloading oper- 
ations at the plant which is featured 
BY <<. 





the unusual use of truck loading 
racks which emerge from the interior 
of the building to truck loading bays. 
Four trucks can be unloaded and 
loaded simultaneously. 
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Wide. circular driveway in the rear 
of the building has been designed to 
avoid congestion of the many de- 
livery units which require loading 
and unloading during the course of 
the day's operations. 











Modern inside and out, Cia Embo- 
telladora Nacional utilizes six 1000 
b. dry ice converters for obtaining 
its CO. supply. 





Another modern feature in the sirup 
room. Hoisting of sugar to the 500 
gallon stainless steel tanks is ac 
complished by means of the elec 
trically-operated sugar loader and 
dumper. 





Two 50-spout filling units are in oper 
ation in the air-conditioned. spic 
and-span bottling department, which 
produces approximately 22,000 cases 
of Pepsi-Cola daily. Ample space 
has been provided to allow for the 
installation of two additional bot 


tling lines, if required. 
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“We expect this to be 
Our Biggest Year Yet”— 


A@_ Said Victor L. Bouchard, Newly Franchised 
\ 192 
on Sun Spot Bottler of Belfast, Maine 


Said Victor L. Bouchard, Very 


Happy Sun Spot Bottler of 
Belfast, Maine 


A PROPHETIC TESTIMONIAL 


On July 23, 1949 Mr. Bouchard sent us 
the following letter: 


Gentlemen Miia Maine 
Sun Spot has taken its place most favorably in 

our trading area. Many of these accounts carry 

nationally advertised and long established fran- 

chised orange drinks and Sun Spot has been most 

successful in not only “getting in,’ but is rapidly 

advancing to a point where | know it will control 


this market. We expect this to be our biggest year 
yet 


Very truly yours, 
Victor L. Bouchard 
Belfast Beverage Co. 


At the end of the year we 
wrote and asked Mr. Bou- 
chard if 1949 had been his 
“biggest year yet.” 


He answered, “It was!” And that’s — 
the answer—the Sun Spot answer 

—to any bottler’s problems ... 

anvuichere. 


Bottlers who are interested in fortifying their competitive position can find out how to do so, 
by writing for franchise information to: 


SUN SPOT COMPANY OF AMERICA 
1520 Ridgely St., Baltimore 30, Md. 
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Because applied color labels hold their appearance and lustre during the 
entire life of the bottle the package may be used over and over again. 
They further reduce your overhead by eliminating glue, old labels, messy 

cleaning operations and, in addition, emphasize at all 


times brand insignia in full color on your package. 


BROCKWAY GLASS 


BROCKWAY, PA. 


PRESCRIPTION © FOODS © PROPRIETARY © PHARMACEUTICAL © CARBONATED BEVERAGES © BEER © LIQUOR 


WHATEVER YOU PACKAGE FOR SALE IN GLASS CONTAINERS BUY BROCKWAY FOR QUALITY 
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40 Sterilamps 
Safeguard Sparkletts Water 


Both packages and contents are protected against air-borne 
contamination in plant with 100,000 gallon daily capacity. 


Tn purity of the water, espe 


cially to a bottling company whose 
business is concentrated on selling 
drinking water is obviously of pat 
amount importance. A new applica 
tion of Westinghouse germicidal 
Sterilamps to safeguard the purity 
of Sparkletts artesian spring water 
as it is being bottled has recently 
been made at the Sparkletts Drink 
ing Water Corporation in Los An 
geles, California. The production 
line, which takes advantage of every 
modern mechanical aid to achieve 


virtually automatic production, nor 


Immediately after the incoming bot 
tles are washed at the Sparkletts 
plant in Los Angeles. they are con 


veyed past a battery of Sterilamps. 


The Sparkletts spring water is cen 
veyed directly from the sterilizing 
unit to this 24-spout automatic stain 
less steel bottle filling machine. Since 
during this filling process the water 
is momentarily exposed to the air 
this apparatus is also equipped 
throughout its entire length with air 
bacteria killing Sterilamps 


National Bottlers’ Gazette 





Just before being bottled. the water 
passes through this stainless steel 
sterilizer, shown with pipe and hous 
ng removed at one end. Water passes 
through the sterilizer length-wise out 
side the inner cylinder. emerging 
through the holes at the end into the 
outlet pipe. This assembly forces the 
water around 20 Sterilamps, yet 
diverts it from the electrical connec 
tions at the ends of the lamps 





to 100,000 gallons 
an absolutely pure 
product, the line is under the germ 
killing lamps from the point at 
which the 


bottles emerge from the 


iutomatic bottler washer to the 
place where they are sealed 

main production line, 20 
tubular Westinghouse 
782 L-30 Sterilamps have 
talled to cover every ste pol 

tior where bottles 

x posed to the ai 

other 20 lamps of 

are used in 

ned cylindrical sterilizer 
ch the water passes fo 
nsive sterilization just 
nto the sterilized bot 
lamp installation was 
1 installed by Max Alex 
intendent at the Spal 
The Pacific Ultraviolet 
Sterilamy 
necessary Westing 


s and fixtures 
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WATERIAL 
HANDLING 


























Twenty PAGES OF COST-SAVING IDEAS 


HOT OFF THE PRESS... NEWS OF IMPORTANCE 
TO BUSINESS EXECUTIVES 


DAY AFTER DAY, new and profitable uses are found 
for CLARK fork-lift trucks and industrial towing tractors 
Top flight operators, materials handling engineers and other 
plant officials, continue to develop applications for these 
machines that make them mobile ‘‘gold mines.’’ Almost 
without exception, such new uses are as valuable to others 
as to their originators 

Many of these new ideas and applications are presented 
and illustrated in CLARK’S new MareriaL HANDLING 
News 

“Profitable reading’’ best describes this publication. If 
you already operate CLARK fork trucks, it may help you 
to employ them to even better advantage. If you are not 
yet a CLARK fork-truck user, you’re certain to learn how 
they can be employed to your considerable profit. 





FREE TO 
BUSINESS 
EXECUTIVES 
«* 

For your 
copy of the 
new “how 
tohandleit"’ 
issue of 
Material 
Handling 
News clip 
and mail 
this handy 
coupon... 





TODAY! 


an 





CLARK Fork TRUCKS 





distributor, 


INDUSTRIAL TRUCK DIVISION « CLARK EQUIPMENT COMPANY - BATTLE CREEK 12). MICH 


Please send the “how to handle it" issue of Material Handling News 
NAME ‘ - 7 ——— 
FIRM NAME 

STREET . —— 


CciTy " sone — STATE 


without obligation 


AUTHORIZED CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATIONS 





At 


bese tele t- Mm Gol Moles) 
Product Flow and 
| Morey sKoyeet tore MO) el-t) a lole)y 
Operation 


Vented Pump is Additional Proof 
of Waukesha Foundry’s Leadership, 


Established by 37 Years’ Continuous 
Service 


Pumping directly from the syrup supply to the 
syruper is the modern way to achieve one-floor 
efficiency at bottom cost. And that's exactly what 
you can do with the WAUKESHA Vented Pump 
which ends the need for cumbersome by-pass sys- 
tems. This really superior pump provides smooth, 
positive product movement and automatically stops 
input-line flow the instant back pressure develops. 
Its advanced engineering features protect your prod- 
uct against damage or waste. 


These features didn't just happen. They are the di 
rect result of Waukesha Foundry's long experience 


Cc E RT t F 1 ra D and continuous service in the beverage and dairy 


industries. There is only one vented Pump—product 
of Waukesha Foundry Company. 


pod ONO Oe run coat. wn 


WAUKESHA FOUNDRY COMPANY 
WAUKESHA, WISCONSIN 
CERTIFIED FOOD COLOR DIVISION 


NATIONAL ANILINE DIVISION 100% 
ALLIED CHEMICAL AND DYE CORPORATION 
40 RECTOR STREET, NEW YORK 6, N-Y. GEST I,7 fr SANITARY 
Boston Philadelphia Chicago Charlotte PUMPS 
D::: PERE Eee «OREN Ure vorsate Dependable Product of o Responsible Manufacturer 
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There’s A Profit Building QUIKOLD 
Cooler To Meet Every Need ! 


@ From the big and complete QuiKold line you'll find just 
the right cooler for every installation . . . precisely suited 
to meet capacity, size, type, and cost requirements. You have 
choice of four popular sizes of ice coolers. And in electric units, two 
sizes of wet mechanical type and three sizes of optional wet 
or dry operation type are available. Electric models offer choice of 
lift or slide stainless steel lids. All QuiKold coolers are available in 
any of a wide range of colors, with die embossed or stenciled 
trademarks—and are sold direct to bottlers at truly money 
saving prices. Just send in the handy coupon to obtain complete 


information and prices. 


PLACE YOUR ORDERS NOW FOR EARLY 1950 DELIVERY! 


A MODEL 70 Fit EVERY WEED! % RABIES 
S. & S. PRODUCTS ‘ INC. pttthee citeaton, piase vend catalog ond 


P. O. BOX 1047 TELEPHONE 9-1031 WAme 


LIMA, OHIO ADDRESS _ 


J. M. SCHILLING, FOUNDER W G_ SCHILLING, PRESIDENT 
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STAINLESS STEEL 


From Mixing Tank To 
Bottle ENDURO Stainless 
Steel stands guard over 


quality —over costs, too! 
Nozzles, tubing, slides and 











~ 


other parts of this syruper- 


filler-crowner are stainless. 


ay 
THE METAL THAT “WRITES OFF” ITS OWN COST! 


For 25 years, Republic ENDURO Stainless 
Steel has been demonstrating its economy 
to all industry. The bottling industry is 


no exception, 


Because it resists rust and corrosion... 
because it is a tough, strong alloy steel... 
ENDURO has proved its ability to stand up 
in service year after year. It requires little 


maintenance... itdelivers top productivity. 


But ENDURO has other qualities which 


recommend it for bottling equipment. It 
is completely sanitary. Its smooth, pore-free 
surface affords no foothold for contami- 
nation. In no way is color or flavor of the 
product altered or sparkle dulled. It is clean 
and easy to clean. 

Long life—low maintenance—high produc- 
tivity—quality protection—all produce sav- 
ings which help “write off” the original 


cost of ENDURO equipment. 


Ask your equipment manufacturer or write us for details, 


VW cneck ALL 10 ADVANTAGES: Rust- and Corrosion- Resistance © Heat -Resistance 
@ High Strength «No Metallic Contamination Sanitary Surfaces Easy to Clean e Eye Appeal 


Easy to Fabricate e long Lifee low End Coste What more can be desired in a material? 


For Complete Details Write 


REPUBLIC STEEL CORPORATION 


Alloy Steel Division, Massillon, Ohio e GENERAL OFFICES, CLEVELAND 1, OHIO e@ Export Dept.: Chrysler Bldg., New York, 17, N.Y. 
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Free 


Laboratory 


Analysis of 
Your Beverages 


4 “ 2 
he A eG 
te ee 


THE “LABORATORY REPORT” which this bottler is studying gives 
him complete information about the beverages which he sent to 
Hurty-Peck’s laboratories for analysis. Such reports help bottlers to 
be sure that their beverages are standard, uniform and “trouble-free.” 
Should there be any spoilage or other trouble, the report clearly 
shows its nature and offers specific suggestions for correcting the 
condition, These reports are furnished in non-technical terms so that 
they can be easily understood and put to practical use by anyone. 


BOTTLER AND SYRUP ROOM MAN compare the latest 
analysis with a previous report which had indicated the 
presence of a small amount of yeast. The current report 
shows that they were able to eliminate the threat of serious 
spoilage by following suggestions in the previous laboratory 
report. Bottlers and. their entire production staff can take 
pride when they receive a good report on their beverages 
from Hurty-Peck’s skilled technicians. 


THIS BOTTLING ROOM OPERATOR 
is checking the fill of his bottles because 
the Hurty-Peck “Laboratory Service 
Report” showed that he had been get- 
ting an overfill. This overfill was caus- 
ing a slight off-standard beverage be- 
cause of the extra dilution of the sugar, 
flavor, color and acid. Adjustment of 
the filling equipment correeted the con- 
dition quickly. 


This free laboratory analysis service is 
offered to all bottlers. Hurty-Peck’s 
modern well-equipped laboratories 
will be glad to check your beverages 


periodically for purity, brix (sugar 


he a Bo T Y.-Pp t C K & ¢o ae PA ine Y content), gas, acidity, color, taste, 


. ‘loud, body and fill to help you main- 
Makers of Quality '‘Superb’’ Flavors : 
y P tain uniform production of standard, 


Indianapolis 7, Ind. Santa Ana, Calif. high-quality beverages. 
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A Quarter Million Outlets... 


BEAUTY PARLORS 
AND 
BARBER SHOPS 


Above—Spending a quiet inter- 
lude under the dryer. women are 
good soft drink customers. With 
beauty shops emphasizing “ser- 
vice’. vendor provides beverages 
that help promote patron's feeling 
of comfort and luxury. 


Left—A drink from a Vendorlator 27 
adds to this customer's relaxation. 
Eager to find added income, most 
barber shops can be sold on the 
“profit” feature of vending. 


subject of soft ‘ é ent companies and local 
composite plants. Virtually no sampling has 
been undertaken in this locale, al 

though the end result would appeat 

outlet to be promising in view of the fact 

that the patrons are in the shops 

for some time, in no great hurry 

and thoroughly relaxed and recep 

tive to a sales message (The eco 

nomics of sampling in these sites 


would naturally be dependent on the 
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... for Vendors = 


_ Banal 


relative concentration of such sites 


within a given area 


Little Advertising 


Advertising in this field has, on 


whole, been somewhat spotty 
installed elec 


their 


few bottlers have 


clocks, brand 


carrying 


ia, in beauty and barbet 


shops, where the timepieces Impress 
a soft drink trademark on the pub 


lic consciousness 


Similarly, the 


Coca-Cola Bottling Co. of Atlanta, 


Ga. has sold miniature’ radios, 


housed in cabinets resembling a 


coolel sales 


and carrying the Coke 
to such sites, getting in a 


With the 


basis of 


message, 
plug for the beverage 
appointment system the 


parlor operation, it would 
ar that a wider distribu 

be made of wall calen 

featuring the bottler’s ad 

In Sioux Falls, 8S. D., for example, 
Inc. has placed Squirt cal 

many of the beauty shops 

and, since these are fre 
consulted by women in at 
the next appointment, that 
trademark scores a 


raye s 


subtle impression, reflected in sub 


sequent take home purchases. On the 


theory that beauty parlor patrons 


julate the coiffures of models 


illustrations, the parent 


Company’s 1951 calendar 


spec ial attention to femme 


hile there has been sporadk 


placement oft 


| vending machines in 


beautv and barber shops since the 


it’s only recently that 
have attracted attention 
| coin cooler outlets. Key 
irrent activity in this 


as been the development 
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Killing time while waiting his “next”, 
a barber shop patron makes an im 
pulse purchase from a Vendo V-23 





over the past two years, of a hum 
ber of compact 1 to 2-case vendors 
The debut of this retailing tool, de 
signed to meet the needs of mode1 
ate traffic in a minimum of floor 
space, has stimulated bottler inter 
est in soft drink sales to patrons 
salon and 


of the average beauty 


tonsorial parlor. In the larger em 
poriums, standard-sized vendors are 
reported as both acce ptable and 
profitable 

Typical of a plant making an au 
tomatic merchandising drive in this 
market is the 


Seven-l p sottling 


Co. of Minneapolis, which has had 
a vending machine placement cam 
paign under way for the past year 
Featuring single drink coin cools rs 
small 
Fresno, Cal 


be “most acceptable” in 


the firm has found the 
bottle Vendorlato 
such spot 
in its territory, utilizing the large) 
Steel Chicago 


S-case Highway 


machine “if the business warrants 
a larger vendor Summing 


John | 


ip the 


bottler’s objectives Day, 


cooler and vendor manager, notes 


Ideal Dispenser 35-drink “Bantam”, 
used by Pepsi-Cola Bottling Co. of 
New Rochelle, N. Y., is strategically 
spotted to impress brand name on 
public consciousness, stimulating 
subsequent take home purchases in 
grocery outlets by housewives. 





‘These outlets are not real big ac 
counts, as a rule, but they are 
steady and do a world of good as 

vetting the ladies to drink 


Se ven | p i 
Moderate Volume Possible 


On an overall basis, since vendor 
patronage varies with store traffic, 
the run-of-the-mill beauty or barber 
shop rates as a moderate volume 
vendor locale. However, such spots 
have value to the individual bottle: 
as (1 A 


and plus sales in territory 


means of adding stops 
where 
the high-traffic sites have previously 
been saturated with coin coolers; 
and (2 An outlet for spearhead 
ing a name-brand drive via vending 
to build subsequent take-home 
sales. In these instances, many bot 
tlers prefer to sell the coin coolet 
outright to the shop (or rent it at 
a flat 36-38 monthly rate 
that the vendo 


ried by the 


to insure 
investment is cal 
outlet It should be 
noted, however, that, by thoroughly 
screening the beauty and barber 
shops in his territory, a bottler may 
come up W ith vending locations that 
rank with his better automatic met 
chandising locations 

Don Hayes of the Du Quoin, III 
Coca-Cola Bottling Co., which has 
better than 1,500 machines out on 
location, comments: “We have some 
beauty shops and some barber shops 
that do a nice volume 


We have se 


of business 


veral of these spots that 
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Bright Spot... 


in any cooler 


The bright, sparkling SUN CREST bottle catches thirsty 
people’s eyes. 

That tangy, fresh SUN CREST orange flavor . . . its 
thirst-satisfying goodness . . . build loyal customers. 


More bottlers than ever before are building profitable 
volume with SUN CREST. 


If you haven't tasted SUN CREST, or seen the big, 
new line of SUN CREST advertising for ‘50 . . . WRITE, 
WIRE OR PHONE today, before the best franchise 
opportunities are taken. 








will average two cases a day or bet- 
ter.” In some instances, this firm 
has used Vendo (Kansas City) 59 
and 83-bottle coin coolers in such 
sites, but, in general, the smaller 
Jacobs (Detroit) 26's, Vendorlator 
27's, and Vendo 39’s are utilized. 
and Mr 


tor the most part, we look on them 


Hayes explains However, 
as ‘advertising’ outlets.” 

Along with a number of other 
bottlers, Mr. Hayes holds to the 
Viewpoint that the value of a vendor 
outlet solely 


by the number of cases sold at the 


cannot be measured 


contending that the vending 
machine should also be regarded as 
i self-liquidating ad. Observes bot- 
tler Hayes 


“Suppose we have an 


outlet that doesn’t pay off—like a 


barber shop here in Du Quoin, for 
It doesn’t pay off 


instance sut we 


don’t jerk out the coin cooler, be 
cause, even if we 


aren't selling 


many cases from this outlet, we are 
the idea of drinking Coca 
Maybe our 


istomer doesn’t have a Coke here, 


| for refreshment 


the next place he goes to he 
be thirsty, and, seeing the al 


ready familiar coin cooler, helps 


himself to Coca-Cola instead of ac 


any soft drink from an 


Statistically Big 


There are about 135,000 barber 
shops in operation around the coun 
try, but economically this business 
is in a bad way in the U.S World 
War I popularized the safety razor, 
depriving most shops of a vast shav 
ing trade. Development of the elec 
tric razor heightened this blow to 
tonsorial parlors, and today the 
barber's chief stock-in-trade is the 
haircut, which accounts for about 
75-80 of his income. The more 
progressive segment of this indus 
try ,has sought to boost dollar vol 
ume through the sale of hair tonics, 
etc., but industry sources estimate 
today over half the country’s 
l-chair affairs, getting 

$4,000 gross 

a source of extra in 

come, the average barber shop can 
be sold on the merits:of a coin 


cooler as a revenue producer 
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TODAY'S STUDENTS. TOMORROW'S BEAUTICIANS 


Familiarizing future beauticians with both Seven-Up and vending. a 
Highway Steel R-100 is on duty at the Parisian Beauty School in Minne 
apolis. Where volume warrants, Seven-Up Bottling Co. also installs 3-case 


units in large beauty salons 





One yardstick determining the 
potential drink vendor volume in 
barber shops is the number of chairs 
in action. Two chair establishments 
in the cities are reported to average 
over 500 customers’a month, and, in 
neighborhood sites, where a large 
number of patrons are youngsters, 
a soft drink vendor can average a 
case a day, with a preference shown 
for fruit flavors and chocolate. Top 
beverage vending sites in this Fig 
aro field are the large r emporiums 
found in metropolitan areas, which 
have 6 or more chairs, frequently 
incorporating a shoeshine stand 
which builds additional shop traffic 
for the coin cooler 

Barber shops, with the exception 
of a few select spots, rarely use the 
appointment system featured in 
beauty parlor operation. Unlike the 
ladies, the average male does not 
visit a barber until he feels the 
need of a haircut, and customers are 
“first 


Patrons 


consequently served on a 
come, first served” basis 
drop in casually and wait for their 
“next”, killing time by browsing 
through a newspaper or magazine, 
and a soft drink vendor strategica 

ly spotted in the shop will pull spur 
of-the-moment patronage. It should 
also be noted that, in many a small 


town the best place to yo tor 


“news” is the local barbershop, and 
people who drop in to chat are apt 
to patronize the beverage machine 

In some Southern cities, such as 
Louisville, Ky., vendors have been 
placed on the sidewalk, out in front 
ot barber shops (as well as other 
outlets), making impulse saies to 
passers-by who would not have come 
inside for a drink. William M. Mil 
ler, sales manager of the Louisville 
Coca-Cola Bottling Co., reports that 
such outdoor installations are made 
“wherever it is feasible’. Rating 
vendors in barber and beauty shops, 
he finds that volume-wise they “will 
run anywhere from 1 to 3 cases 
daily”, and stresses that “they do 
make dandy winter-time outlets.” 
This plant has a dual placement pol 
icy, selling vendors outright to 
some shops and renting them to 
others on a 20 cents per case vended 


basis 


The Ladies Take Over 


While 
than 


there are fewer beauty 


barber shops in operation, 
making milady glamorous is by far 
the more lucrative venture, Over 
the past half century, the art of 
making plain women pretty and 
lovely women glamorous has grown 


to become one of the co intry’s mass 
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Tip-top taste sells best! 


SINCE 1906—NO SUBSTITUTE FOR GENUINE 


JULEP FLAVORS 


@ Since 1906 Julep has been supplying alert bottlers with the 
indispensable ingredient . .. better taste. Word of mouth advertising 
alone does much to insure the success of bottlers using Julep Flavors 
They attract the maximum in repeat sales with a minimum of 
promotional efforts! Get the facts, try Julep Flavors. You'll agree, 
there are none better. Few equal them for lip-smacking, 
thirst-quenching goodness. 


LOW COST—Even though better in quality, Julep Flavors cost no 


more than the ordinary kind. This extra quality means extra sales—at 
lower cost. 


QUANTITY DISCOUNTS—The more you use, the lower your cost 
Bottlers purchasing 200 gallons within a year earn a refund of 5°%; 
purchasers of 500 gallons earn a refund of 10°; 


FREIGHT PREPAID—On al! shipments of 12 gailons or more 
GUARANTEED TERMS—On Julep Flavors mean the more you 


bottle and sell, the more you make. Your costs become lower, too 


Whether you use your own bottles, or would 
take advantage of the Protective Territorial 
Franchise on the use of special “It's JULEP 
Time" caps and bottles with “applied Color 
Label,"’ get the facts today on Julep Flavors! 


ROOT BEER 


THE JULEP COMPANY 


353 W. Grand Avenve, Chicago 10, Illinois ~ 200 Devis Street, San Francisco, California 
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patronage industries. Getting its 
impetus from the post World War 
| bobbed hair vogue, the beauty 
shop changed from a hair dressing 
parlor to a salon, utilizing technical 
advances to supply a staple service 
now regarded as part of the Amer- 
ican standard of living. Pulling pa- 
tronage from some 30,000,000 wo- 
men, U. S. beauty parlors gross in 
the ne ighborhood of a billion dol- 
iars a year 

100,000 beauty 


There are over 


shops in operation, but it should 
be noted that about half are concen- 
trated in 9 states: New York, Illi 
Pennsylvania, California, 
Michigan, Ohio, Massachus 


etts, and New Je rsey 


nos, 

Te Xas, 
An estimated 
10°; of the shops do 75°; of the in 
dustry’s dollar volume, and, with 
only a few chains centering in ho- 
tels and department stores, the busi- 
ness is basically individually owned 
and ope rated. Be auty parlors range 
all the way from big city swank sa- 
lons, Which do individualized “top 
to toe” beautification jobs, to the 
one-woman owner-operator site run 
as a part-time venture In a private 


re side nee 


Prior to placing a vending ma 


chine in these sites, bottlers will 
find it necessary to carefully check 
potential traffic. As a guide, it can 
be noted that one metropolitan 
downtown salon averages from 50 
to 60 appointments per day, while 
i trade source estimates the aver 
1ge shop’s bookings at 18 patrons 
daily. Frequency of patronage is 
about one visit every other week, 
showed _ that 


while one survey 


around 55° of the industry’s clients 
are housewives and about 30°, busi 
ness women. The downtown em 
porium and the neighborhood shop 
yiften cater to different groups of 
women, a factor which could influ 
the value of the coin cooler as 
a builder of subsequent takehome 
sales, for the homemaker is obvi 
ously the better sales target 
As a rule-of-the-thumb to gauge 
auty salon’s customer traffic 
bottler may find a rough index 
number of dryers in use 


shampoo and a set, for ex 


take less time 


to perform 


TOP TRAFFIC-VENDOR VOLUME 


Large emporiums such as this combination barber and beauty shop in 
Louisville, Ky. are top traffic outlets and utilize standard-sized coin coolers. 
83-drink Vendo was installed by local Coca-Cola bottler, who rates sites 
good wintertime spots. hitting as high as 3 cases daily. 





than to dry, a shop with 3 oper- 


ators (about average) could have a 
dozen dryers. Women spending a 
quiet 30 minute to 1 hour interlude 
under the dryers are prime cus 
tomers for a cold soft drink, and a 
carefully placed vendor will attract 
attention and nab nickels 

In soliciting beauty parlor locales 
for coin cooler installation, bottlers 


have two factors in their favor. For 


BUILDS SALES, BOOSTS BRAND 


one thing, the shops are feeling the 
post-war competition of packaged 
“home-wave” kits, and they've 
found it necessary to emphasize 


service, building good will and 
bringing the customer back week 
after-week by promoting her feel 
ing of luxury and comfort. A re 
freshing soft drink provides a note 
of added enjoyment to this comfort 


able itmosphere Secondly, the 


Selling vendors outright. the 7-Up Bottling Co. of Minneapolis has found 
this 27-drink machine suitable for most shops, such as this site in a resi 
dential district. Pulling patronage from shop employees as well as patrons 


unit serves as a 
brand name. 


sampling” medium, adds volume, and spearheads a 








The Towmotor Case 
Stabilizer adds 
extra speed and 
safety in handling 
50-case loads of 
bottled goods... 
a new engineering 
triumph for the 
bottled goods 
industry. 


/ 


Engineered especially for the bottling industry, the Towmotor Case 
Stabilizer holds 50-case loads firmly together as one easy-to-handle 
unit, eliminating all danger of breakage. Complete safety is assured 
because the load remains steady even over rough floors, during sudden 
stops and on quick turns. Save time, cut handling costs . the Tow- 
motor Mass Handling way. Complete details of the Towmotor Case 
Stabilizer are available. Write today! TOWMOTOR CORPORATION, Div. 
63, 1226 E. 152nd St., Cleveland 10, Ohio. Representatives in all 
principal cities in U. $. and Canada 


Shown in your office, to your key executives . 30-minute Towmotor sound movie, ‘THE 
ONE MAN GANG,” shows you how Towmotor cuts production costs in a big bottling plant 
and other leading American industries. Write for information 


FORK LIFT TRUCKS 
TOWMOTOR and TRACTORS 


RECEIVING © PROCESSING ® STORAGE ® DISTRIBUTION 
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beauty already side-line 


better 


shops are 


with than 50°; 


conscious, 
handling cosmetics for re-sale. In 
the average salon, the principle of 
soft drink automatic merchandising 
can thus be sold from both the “‘ser- 


vice” and “extra profit” angles 


Bottlers Hold Both Good 


While any 


and barber shops on a relative ven- 


effort to rank beauty 


dor volume basis will naturally de- 


pend on the size of the location 


and its store traffic, bottler opinion 


varies with beverage consumption 
patterns in their particular terri- 
Don Hayes of the Du Quoin, 


Ill., Coca-Cola Bottling Cc 


tories 
with 
coin coolers spotted through an ag- 
ricultural and mining area, com- 
that 


the outlets are practically the same 


ments: “I would say where 


size, and have the same amount of 
traffic, the barber shops are the best 
F. Mont- 
gomery, who heads the Atlanta, Ga 
Bottling Co., 


find that the ladies are 


customers.” In contrast, F 


observes 4 


better 


Coca-Cola 
“We 
soft drink customers.” 

A qualified distaff 
John L. Day 
Bottling Co. of 
“Beauty 
outlets 


vote for the 


from 


patrons 


of the 


comes 
Seven-Up 


who notes: 


Minne apolis, 


seem to be the best 


st ops 


here, although we do have some 


nice barber shop accounts.” Jess J 


Kellogg, owner of the Grapette Bot 
Scottsbluff, Nebr 


difference 


tling Co rf 
states “We see no 
men and women customers, : far 


as Grapette is concerned. Our vol 


ume in beauty and barber shops 


compares very well to other type 


outlets, but naturally where we fur- 


nist our own coolers on a rental 


basis 


we attempt to secure distribu 


tior il the larger shops first 


t\ shops ire easy to sell bever 
as personnel make several 
daily to get cold 
rons.” 


While 


barbel 


many of the beauty and 


shop vendors are single 


flavor models, lesigned to spear- 


head one product’s brand name, se- 


lectiv has also been 


Scottsbluff, 


equipment 
ised successfully In 
Neb the 


Grapette Bottling Co 
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drinks for 


No. 9 of a Series 


This is the ninth of a series of articles on the “plus markets” 
—markets that are outlets for soft drinks, yet only partly 
cultivated. Prepared under the direction of NBG’s Automatic 
Merchandising Editor, Arthur E. Yohalem, they include sur- 
veys of a number of varied locales. 








utilizes multi-flavor Ideal Dispenser 
Co. (Bloomington, Ill.) Bantams to 
vend Grapette, Orangette, Lemon 


ette, and Mason's Root Beer, ex 
plaining that “these are the drinks 
we are attempting to build.” While 
the Zetz Seven-Up Bottling Co. of 
New 


single-drink Highway Steel unit to 


Orleans has been using the 


dispense 7-Up exclusively, where re 


quested by the site, it has also 


placed selective Ideal Dispenser Co 
(Bloomington, Ill.) Bantams in bar- 


ber shops and beauty parlors to 


vend 7-Up, Delaware Punch, and 


its own Zetz Root Beer and Orange 


William G 
president of the firm: “ Both these 


Says Zetzmann, Jr., 
vendors have proven satisfactory.” 

Whether there’s a profit for ven 
dors in barber and beauty shops 
is a question that, in the final anal 
answered by 


bottler’s 


ysis, must be survey 


ing an individual terri 


tory; the status of his automatic 


merchandising program; competi 
tion, etc. As indicated above, most 
of the plants that have done spade 
work in this field are convinced of 
a potential, but all agree that its 
plenty ol 


exploitation requires 


“headwork” 

















eal. 


“T'll be a little late, dear. I'm testing out seven delicious flavors.” 











Firepolished 


Lips 


Porcelain-like 
“PYRO-GLAZE” ff \ 


Label 
g3siau 3T2Aa8 


If your costs are up—and your profits down— 
here’s a sensible solution: slash operating costs 
by using WEDG-WALL Bottles by Thatcher. 


Thatcher WEDG-WALLS are new, longer-lived 
containers that insure lower breakage in plant 
and in the trade. Their rugged, wedge-shaped 
wall construction distributes the glass so as to 
reinforce that part of the bottle receiving the 
“4 greatest abuse. As a_ result, WEDG-WALLS 
Sturdy ; ad resist rough handling in wholesale and _ retail 
oa outlets . . . give you more round trips per bottle 
Wedge Shaped ' “ie dollar and help boost your bottling profits. 
Sidewalls Slash your operating costs quickly and easily by 
using WEDG-WALL Bottles by Thatcher. If 
interested in a pris ite-mold beverage bottle, let 
a Thatcher representative discuss details with 


you personally Write, wire or phone 


Lower Center YF 
of Gravity eek bd & ee 
Solid Base and Wall ip 


7° ape Form One Strong Unit FACTORIES 


ELMIRA, N.Y. OLEAN, N. ¥ STREATOR, ILL. 


Sales BALTIMORI BOSTON BUFFALO CHICAGO CINCINNATI CLEVELAND DETROIT 
Offices: LOUISVILLE NEW YORK PHILADELPHIA PITTSBURGH ROCHESTER, N.Y. ST. LOUIS ST. PAUL 
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Turnover 


ONE NAME 
ONE BOTTLE 


FULL LINE 


MISSION DRY CORPORATION 


Moa ng Address Te A ex P Box 24 


A 
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Many bottlers suffer from frozen assets. This happens 
when too much capital is tied up in different types 
of bottles and cases for various beverage flavors 
Container investment is no problem for Mission 
That's because Mission reduces bottle and 
» investment to the absolute minimum, with a 
mplete line of popular beverages, all packaged in 
one standard bottle and one standard case. It adds up 


to quicker turnover per dollar invested in containers 


This leaves the bottler with funds to promote and 
advertise the famous Mission name. Result: The 
Mission Bottler is able to build greater sales volume 


and show a healthy profit 


Favored by the Nation 
for a Generation 


General Offices and Plant 1 South Soto St 


for 


i 
S 
la 


e Divisional Sales Offices 5 Hudson Street, New York 


2g « Canadian Distributors: M 
9 Bay Street, T 





SODIUM 
BENZOATE. 
FLAKES . 


flakes easier to use 
practically 


a 
dust-free 


‘ar ... Many bottlers and makers 
of fountain syrups prefer 
Monsanto Sodium Benzoate 
Flakes for the ease with 
which they are applied 


Monsanto produces sodium 
benzoate, U.S.P., in two forms 

flakes and powder, assay- 
ing 99.50°, purity 


For quotations and samples of 
Monsanto Sodium Benzoate 
and for free literature, mail 
the coupon or contact the near 
f flakes & est Monsanto Sales Office 
MONSANTO CHEMICAL 
COMPANY, Organic Chem 
icals Division, 1741-B South 
Second St., St. Louis 4, Mo 


do not-cake 
or ball 


DISTRICT SALES OFFICES: Bir 
mingham, Boston, Charlotte, Chicago, 
Cincinnati, Cleveland, Detroit, Hous- 
ton, Los Angeles, New York, Philadel 
phia, Portland, Ore., San Francisco, 
Seattle. In Canada, Monsanto (Can- 
ada) Ltd., Montreal 


se MONSANTO 


dissolve CHEMICALS ~ PLASTICS 
instantly 


eee eee eee eee eee eeeeees 


HEMICAL COMPANY 
cals Division 
econd Street, St. Louis 4, Missourl 


bligation, pleose send .Sample and quotations on sodium 


re 


ne State 


ER VING INDUSTRY WHICH SERVES MANKIN 
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PREPARE 


NOW— 


for Increased SALES 
with 
FILPACGO Products! 


FILTER PAPER 


Asbestos Pads and filter cloth for 
filtering your water, syrups, and 
acids. Working samples furnished 
without obligation; advise sizes re- 





WATER POLISHER 


The ‘Common Sense'’ Disc Filter 
is designed to give your water the 
sperkling clarity you require for 
your bevereges - at a low cost. 
Utilizes filter paper, cloth, or os- 


STAINLESS STEEL 
TANKS 


For storing and mixing your syrups. 
Sanitary construction - Vertical, hor- 
izontal and squet types. Standard 
tanks and special designs. 











SYRUP FILTERS 


Sanitary construction - in 
which capacities can be va- 
ried by adding or removing 
plates. Gperetes with filter 

per, filter cloth, or as- 
estos pads 





Other “FILPACO” Products 
Portable Agitators, Sanitary Transfer Pumps, Stain- 
less Steel Measures, Sanitary Fittings, Tygon Tub- 

ing, and Conveyors. 











WRITE TODAY FOR FURTHER INFORMATION and LITERATURE 


The FILTER PAPER CO. 


2414 S. Michigan Ave. 
Chicago 16, Ill. 
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MULLS 4% 4etomaci 


COIN COOLER S 


@ WITH MAGIC CHANGE MAKER 


DRINK 


@ Another money-saving ad- 
vantage for buyers of Mills 
Coin Coolers... In addition to 
the standard one-year guar- 
antee of the complete Cooler, 
Mills now offers an extra 
four-year FREE REPLACEMENT 
of the Hermetically-Sealed 
Refrigeration System. This 
includes compressor, evapora- 
tor and condenser. Mills, the 
preferred cooler for 14 years, 
again increases the value of 
its service. Write for new 


Bulletin 301. 





eoovee) 


. - 
The Mills “'65'° Cooler. Extremely com- The Mills 120-82 Cooler. Large capacity 
MILLS INDUSTRIES pact 215% wide, — 21/2 deep, — 120 bottles, 51 pre-cooled), and jam 
6714" high), and featuring 2 minute proof, tamper-proof vending mechanism 


front door servicing, this Mills Cooler assure high income. Rugged and dur 
Incorporated 


makes big profits in any location able throughout, it gives a lifetime 
Vends 65 bottles, pre-cools 16 of money making service 


4100 Fullerton Avenue 
Chicago 39, Illinois 
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Better Maneuverability saves over nme 
WITH ALL THESE e X t [ da 1 longer beay “ait in 


COST-SAVING ADVANTAGES Seane auketanenen sunk 


New safety features 





Low floor height... wide 
doors ...clear cab interior 
save driver time and 














SEVEN-UP lowa Company sets a new standard in truck 
reports Outstanding delivery efhciency. Its functional de- 
record and minimum operat- sign... its new weight distri- 
ing costwith its White 3000's, bution principle...its revolu- 


we 7 + 
F. A. Mitchell, general mana- tionary approach to reducing $ fii l i 


Y= \b 
VT 
IMPROVED VISIBILITY IN ALL DIRECTIONS 
HELPS THE DRIVER BE A BETTER DRIVER 


ger, says. These new Whites truck maintenance costs— 


‘\o 


carry 300 cases of sparkling these are all exclusive advan- 
7-Up daily...making deliver- tages that make the new 
ies over crowded City streets, White 3000 a profitable 
paved highways and mud investment that pays dividends 
roads...under all kinds of traf- for years. 
fic conditions...saving time in Your W hite Representative 
every phase of delivery service. will be glad to show you how 
This new White 3000 is the sensational new White 
miles ahead for specialized 3000 can be profitably used 





delivery service because it in your business. 








THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio, U.S. A 


MPANY OF CANADA LIMITED @ FACTORY AT MONTREAL 


FOR MORE THAN 50 YEARS THE GREATEST NAME IN TRUCKS thes tis ch to cereien 
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Carriers 
Adaptable to all Brands 


April, 1950 
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Saucttary 
Centrifugal Pumps 


No. 277 EXTRA HEAVY DUTY BOTTLE OPENER 
pop . “ner, Made f 


AY 
{V A pop xtra rugged ope 
i heavy stee bright polished nickel finish 


y 


A ) 


No. 186 “LOCKTITE’ COMBINATION BOTTLE 
OPENER AND STOPPER 
A top favorite everywhere. R 


» R ed steel f hed 


SPECIALTY 
Sanitary FITTINGS 


No. 190 WIRE BOTTLE OPENER 


nple bove 


VAUGHAN MFG. CO. 


World's Largest Manufacturer of Bottle Openers and Can Openers 
3211 Carroll Avenue, Chicago 24 
Half-Century of Quality and Service 
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lhe BOTTLE OF DISTINCTION 


Distinction is a priceless asset to prestige. Your 


brand is assured the highest distinction to match its quality 
> 


by an individually styled package. That's why a Color-Print Bottle 


“" 


helps put your product over—the label's IN COLOR on the glass! It's the 


smart container for 1950's smart beverages! 


GLENSHAW GLASS CO., Inc., Glenshaw, Pa. 


Lh Chy-Funts 


by GLENSHAW 
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Chemicals you live ty 





Order today this new, advanced cleaning 


GET A CHECK-UP! compound, latest: product: of DiamMonpb 


ALKALIS continuing research, This com- 
wer nher V ir wa T¢ ! 


pound is the complete hard water treat- 





ment in one package. You need add 
nothing else. It is highly recommended 
for dormant soak. 

Order from your DIAMOND Sales Office 


today and compare the results you get. 








Ml, 
DIAMOND 





DIAMOND CLEANING COMPOUNDS 





DIAMOND ALKALI COMPANY . CLEVELAND 14, OHIO CHEMICALS 


April, 1950 





SEALED-IN FLAVOR 


right from California’s sunny groves... 


BOTTLERS LEMON 


Bottle p» htably what the consumer Always sold in cans to seal in the 





wants to buy—America’s favorite flavor until you use them. 
orange and lemon drinks, made 


with Exchange fruit juice bases 


CALIFORNIA Excite 


FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California fe) | | LERS 


400 West Madison Street, Chicago 6, Illinois } U ' Cc 7 s 
99 Hudson Street, New York 13, N.Y. 
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| : The All-Family Drink / 
Nou like 0 tt likes youl N 


THE SEVEN-UP COMPANY, St. Louis, Missouri 
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BEST... from every point of view... uniforms of 


REEVES BROTHERS, | INC. 


No MATTER how you look at it — uniforms of 
Reeves Army Twill are dest on the job. 


To management this means smart-looking 
employees—men and women who will reflect 
a smart organization. 


To customers .. . the pleasure of dealing 


with neat-looking representatives 


To the worker himself . . . the satisfaction 
and pride of knowing that he is perfectly 
“suited” for his job. 

And finally to the housewife who does the 
washing ... the knowledge that work clothes 
made of Reeves Army Twill will stay fresh, 


REPRESENTATIVES IN: Aéron * Atlan ° D, 
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Ingele 


MADE TO GOVERNMENT 
SPECIFICATIONS 


LSANFORIZED | 


*Residual shrinkage less than 1% 


“FROM COTTON TO CUTTER” 











crisp and new-looking washing-after-washing. 

Made of Sanforized* long-staple cotton, vat- 
dyed in colors that are fast to sun, water, and 
perspiration, Reeves Army Twill is the fabric 
to help you be smart about your business. 
Write for full details today. 


54 WORTH STREET, NEW YORK 13, N. Y. 


* Philadelphia « Portland, Ore. « St. Louis * Montreal + 


Toronto 
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esults? 


Wiry po so MANY MANUFACTURERS of food products rely on sugar for best r 


Because they take no chances. They know that only sugar gives them the quality 
that makes their brands household bywords. 


Sugar is universally accepted. Food processors, confectioners and 
bottlers use it, because you can’t get that real goodness with anything 
else. Sugar points up all natural flavors. 

Sugar is economical. It can be used alone—in all prepared foods 
and beverages. No need to fiddle around with a complicated mix. Sugar 
offers you the most for your money—10° to 50° more sweetening 
power than other sweetening ingredients. 


Sugar is uniform. Real sugar, derived from the sugar cane and the 
sugar beet, is brought to you just as nature made it. That’s one reason 
it’s always uniform, unmatched in purity. 


Why risk customer dissatisfaction? Always use sugar for the full rich flavor, the 
better value that means better sales! 


THERE 1S WO 


P ~~ 
sues7TvTe ~*~ sy ifer ast 


INFORMATION 
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MR. E. |. FLEMING, pre stdent of the Coca-Cola Bottling 
Company. Ine..of Rocky Mount, North Carolina, tells here 
of his ex pervence with the Cem System. His letter is not 
unusual. It is typical of the story we hear from Cem 


emners evervul here 


COMPANY, INC. 


4 sTREET 


Coca-Co 


LA BoTTLIs® 
: qa S- CHURCE 
ttt CAROLINA 
gounT, NOK 

Rocky N 
january 27 
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system the best we hawe ever us 


W vu THE COMPLETE CEM BOTTLING SYSTEM plete flexibility on bottle sizes . . . easy 
in your plant, you can have the same kind change-over on flavors ... and a thoroughly 
of dependable performance Mr. Fleming | sanitary system which is easy to clean, and 
writes about. Cem is the system that has all keep clean. 
the Jeatures > ature profitable botthng The one sure way to get costs down and 
under a wide range of conditions. profits up is by a more efficient bottling line. 
Equipped with Selective Temperature — Practically all other costs are fixed. The Cem 
Control, it turns out the goods regardless of | System is solving this problem for hundreds of 
weather conditions. Cem also gives voucom- — bottlers. 


CROWN CORK & SEAL CO. 


Machine Sales Division ¢ Baltimore 3, Maryland 


ae a 


{ + 


f 
“0 


ate 


} 
THE COCA-COLA BOTTLING CO. 2 
LANT. Rocky Mount, North Caro- 


lina. in which the Cem Bottling System 


shown above is proving to be best ever 





TwHler series 


STRONG CASES. [ero 


_ 


SOFT DRINKS 


River Raisin soft drink cases 

are designed to “TAKE IT”. They 

are strong and durable—ROUGH and 
TOUGH. You get maximum 
trippage— more RETURNS for your 
money. Call on the RR Creative 
Department when you have 


container problems. 


RIVER RAISIN PAPER COMPANY « Monroe, Michigan 
CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 
PACKING MATERIALS ° FIBRE BOARDS ° CORRUGATING STRAW 


ONE CALL FOR ALL=— DIMENSIONAL DISPLAYS 
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You'll be enthusiastic . . . you'll be excited 
about the absolute deliciousness of NIFTY 
Fruit Flavors. They'll open up new business 


for you. Order a trial gallon of 
each .. . and see for yourself! 


PINEAPPLE 

Packed with ripened pineapple-flavor. 
Tremendously popular. A 1-16 con- 
centrate 


BLACK CHERRY 


A sensational honest - to - goodness 
Fruit Flavor made from real fresh 
cherries. 4 oz. Product. 


BLACK RASPBERRY 


Terrifically popular because it's made 


4% from delicious fresh berries. 4 07. 
+ ta Product 


BOTTLED UNDER YOUR OWN NAME—IF DESIRED 
@ CROWNS AVAILABLE @ BOTTLES AVAILABLE 


@ ADVERTISING AVAILABLE 


SALIENT FLAVORING CORP, tev ton'2 x 
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talk of the trade 


Continued from page 6 


dustry today. These discussions were held at the top 
management level. 

Climatically introduced was a liberal “bonus” plan 
for bottlers who exceed in 1950 their 1949 sales 
quotas. Said Tru-Ade President Lee C. Ward, “We 
in the Tru-Ade business need only to look at our 
own results to know what is happening. During 1949 
Tru-Ade bottlers showed good sales increases—in 
some markets over 40%.” 


News Briefs 


Nesbitt’s Fruit Products, Inc., in a bid to boost 
home usage of its product, has started an advertis- 
ing campaign in the magazine, “What's New In 
Home Economics.”” Ads will show how Nesbitt’s may 
be used for various cooking purposes and plug the 
company’s booklet, ‘Recipes With Nesbitt’s.”’ 
1949 net earnings of the Armstrong Cork Co. were 
$10,224,215, compared with $11,567,524 in 1948. 
... Fourth National Materials Handling Exposition 
will be held in Chicago, Apr. 30 to May 4, 1951. 

Canada Dry, first parent company to use network 
television, has renewed sponsorship of its TV show, 
“Super Circus,” after a full year on the air. It has 
added 10 stations to its network, bringing the total 


to 26... . January shipments of crowns were 21% 


above Dec., 1949, but only half as high as the post- 
war peak reached in Jan., 1948, Census Bureau has 
reported. 


Puerto Rico soft drink bottlers are 
facing a 4c per bottle tax which “will cause an 
almost total collapse of the beverage industry in 
Puerto Rico,” according to a trade official there. . . . 
Red Rock Cola Co., Atlanta, has changed its method 
of distribution. New plan involves the handling of 
sales, franchises and bottling direct with its bottlers 
instead of through a separate sales company. 

Dr. J. W. Sale, chief of the beverage division of 
the Food and Drug Administration, will be one of 
the speakers at the forthcoming convention of the 
Flavoring Extract Manufacturers’ Association, May 
7-10 in Atlantic City... . As a new customer ser- 
vice, Thatcher Glass Manufacturing Co., Inc., is 
providing bottlers with a day-to-day prediction of 


weather trends for their area 30 days in advance 
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Varieties. 


Bottling Plant Thieves Leave Safe Be. 
But Take Sugar 


Remember the war gag about some people hoard- 
ing their hard-to-get sugar in safes. Well, apparently, 
the value of the sweet stuff still rates pretty high—at 
least to a couple of burglars who recently thefted a 
midwest bottling operation. 

The thieves, according to newspaper reports, by- 
passed the company's safe, left untouched other valu- 
ables lying around the plant office, but removed fifty 
bags of sugar. One wag commented that it was 
a "sweet haul.” 


* * * * 


Ask the Man Who Drinks the Stuff! 


A recent Yale University study on alcoholic bever- 
age consumption shows liquor drinking to be most 
heavily concentrated among people who have high 
incomes, who have higher education, and who live in 
urban areas. 

It is to be surmised that the Yale researchers did 
not venture into New York's Bowery or Los Angele;' 


Skid Row. 


Coca-Cola Syrup Helps Halt 
Epidemic Vomiting. Doe Says 


Coca-Cola syrup can eliminate epidemic vomiting 
("Virus X"') in children, Dr. J. Edmund Bradley, pro- 
fessor of pediatrics at the University of Maryland, 
said recently. 

Dr. Bradley said he became interested in trying out 
the beverage syrup after a study of the physiological 
aspects of "so-called intestinal influenza." The studies, 
he said, showed that the vomiting patients showed 
a low degree of stomach acidity and a high release 
of sugar in the urine. 

Since the fountain syrup was high in both acidity 
and carbohydrates and possessed other properties 
which aid the body's conversion of sugar to energy, 
he said, it appeared that it would help the patient. 

It did, he reported. 


* 


These Are High Ranking States In 
Business Population Growth 


Seven States showed increases in business popula- 
tion of 9°/, or better between July 1948 and July 
1949. They are: Nevada, 16.0%; Florida, 12.7%,; 
Arizona, 12.4°/,; New Mexico, 11.6°/,; Rhode Island, 
9.4°/,; Colorado, 9.4°/,; and Louisiana, 9.1°,. 
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* PATENTED 


New Condenser Cuts Refrigeration Costs 
Saves Cooling Water 


@ The Niagara Aeropass Condenser cuts the cost of 
refrigeration by running compressors at lower head 
pressure, saving up to 35% of power. 


The refrigerant gas passes thru two coils in an air 
stream. The first, “ Duo-Pass’’* dry coil, removes the 
superheat by air cooling and condenses oil vapor. The 
second, condensing coil, drenched by recirculated water 
spray, condenses by evaporation, transferring to the air 
1,000 BTU for every pound of water evaporated and 
saving more than 95% of the water used by water- 
cooled condensers. This done at low temperature, no 
scale forms on condenser tubes to clog air passage. 


Between the two coils is the “Oilout’’*, which purges 
the system of crankcase oil and dirt, keeps it always at 
full capacity. 


The “Balanced Wet Bulb’’* control holds head 
pressure low, automatically giving the full benefits of 
power saving in cool weather and providing always full 
capacity for peak loads. 


Niagara Aeropass design results from over fifteen 
years’ experience condensing by air. It is completely 
trustworthy for year’ round operation. Users say, “It 
saves half the difficulties and labor of running a refrig- 
eration plant.” 


Units range from 10 to 100 tons capacity. 
For full information ask for Bulletin 103. 


NIAGARA BLOWER COMPANY 


Over 35 Years of Service in Industrial Air Engineering 
Dept. NB, 405 Lexington Ave., New York 17,N.Y. 


District Engineers in Principal Cities 


INDUSTRIAL COOLING HEATING @ DRYING 


NIAGARA 


HUMIDIFYING @ AIR ENGINEERING EQUIPMENT 
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LATER THAN 
YOU THINK 


Wise bottlers are now ordering a Blue Seal 

selection of flavors for 1950,—extracts and 

concentrates with the high quality and pop- 

ular taste appeal that mean sales volume 
. and profits. 


Everything you need... Famous “OLD 
ANTIQUE?” and “MINUTE MAN” Gingers 
. . « True Fruit Black Cherry . . . Special 
Orange Blends . . . the new Blue Seal Kola 
... Kreamy Root Beer . . . and a host of 


other “BEST SELLERS.” 


Put your expensive sugars into Flavors that 
turn over fast—Blue Seal’s special list, made 
up from our sales record, the best indication 
of what the Public wants! 


Blue Seal is fully prepared to go! Write for 
full information. Make this season your 
Biggest! 


“BLUE SEAL FLAVORS LEND 
PRESTIGE TO YOUR NAME” 


BLUE SEAL EXTRACT CO. inc. 


CAMBRIDGE, MASS 


April, 1950 


Nelling 
Nants 


Ww: have all heard of personal magnetism—that in- 


definable quality in a man or woman which attracts 
immediate attention and respect from other people. 

It is generally supposed that the quality of personal 
magnetism is inborn, that some people just naturally 
have it while others don’t. This is not necessarily true 
—personal magnetism can be developed. It is extremely 
important for the man who makes his living by sell- 
ing to pay attention to the elements of magnetic per- 
sonality. 

One of the basic requirements is health and physical 
appearance. Animal vitality in itself will attract people 
to you. Physical strength is the basis of courage and 
self-reliance. When you are strong and healthy you 
more readily radiate hope and cheer and optimism, 
and this power exerts an influence in all human rela- 
tions. With this in mind, the salesman should consider 
diet, exercise, sleep, relaxation, fresh air, deep breath- 
ing—everything which contributes to physical well 
being. 

The next important element of personal magnetism 
is mental attitude. If a man enjoys his work, he can’t 
help feeling more confidence in himself, and confidence 
is contagious. You enjoy doing what you do well. 
Therefore, try consistently to improve your under- 
standing of people, your mastery of situations, your 
method of speaking, and your knowledge of selling 
technique. If your efforts are sincere, progress will 
be discernible by yourself and noticed by other people. 
Your mental attitude will be more self-assured. People 
gravitate toward the man who is sure of himself. 

The last important element is reserve strength and 
energy. We always have the feeling in the presence of 
magnetic people that they have excess vitality, unused 
strength. Many people expend themselves uselessly and 
aimlessly. They worry about what cannot be helped, 
they burn up energy in a thousand ineffectual ways 
every day. Avoid all waste motions for a single day, 
and observe the result for yourself. Plan your time, 
make every appointment count, look for the large values 
in life, and you won’t get tired so easily. 

Last of all, stay on the positive side. Avoid all nega- 
tive thoughts and expressions. Do these things, and 
you will be surprised how much better you feel, how 
much better you look, and how much better you sell. 
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Price-for-Protit Drive Snowballs 


( Continued from page 17) 


of their own convictions or the courage to follow us, 
to force us to retreat and weaken our economic prog- 


ress." 


There were further reports of bottlers “doing 
better than ever” since they increased wholesale 
prices. Bill Jay, sales manager of the Squirt Co., told 
NBG that “today, more than 60 Squirt bottlers are 
enjoying sound and profitable volume as a result 
of price increases ranging from 10 cents to 20 cents 
per case. These bottlers now find themselves in the 
enviable position of being financially able to not 
only fill the need of their markets, but have the 
money necessary to create a demand. Their mer- 
chandising efforts are paying off in sales gains rang- 
ing from 11.7% to 25%. ... THEY HAD CONFI- 
DENCE IN THEIR OWN ABILITY TO DO THE 
JOB—AND THEY DID IT.” 

A large independent bottling operation also re- 
ported that higher prices “did the trick.” John J. 
Cott, general manager of big Cott Beverage Corp., 
New Haven, Conn., advised NBG: “In spite of the 
fact that we are selling and have been selling our 
quart beverages (retail) at 20 cents per bottle— 
the highest price in the U. S.—our volume is greater 
this year than at any time in the history of our 


business.” 

Some supply companies began to adapt their equip- 
ment to new price levels. Pay-Pull Manufacturing 
Co Inc . 


“in line with the current trend toward 6-cent soft 


San Antonio, Tex., said last month that 


drinks, we have introduced a ‘penny-operated’ Pay 
Pull crown remover for automatic collection of the 
extra cent in vendor locations where it is not now 


received manually.” 


There were indications, too, that many who now 
failed to recognize the seriousness of the cost-price 
dilemma would soon “wake-up.” One of the most 
important of these was a report by ABCB (based 
on a United Beverage Bureau tabulation) that dur 
ing the past several months the industry had lost 245 
bottlers. Of special significance was the disclosure 
that the greatest loss in plants (36) was suffered by 
Texas, indicating that the South, as well as the rest 
of the country, was feeling the cost-price squeeze. 
And soon would have to do something about it 


or else 
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SIMPLIFY 


AND SPEED PRODUCTION 


a. 






@ The “human touch” is al- 
right in its place . . . but not 
in modern, low-cost produc- 
tion. The price of a product 
which must be sold competi- 
tively goes up every time it’s 
handled. There is a Buschman 
Conveyor or Truck for every 
bottling need: 

Powered conveyors for 
handling barrels, cases, car- 
tons, even individual bottles, 
along the line or floor-to-floor. 
Portable “Roll-or-Wheel” Con- 
veyors, easily assembled sec- 
tions and all accessories for 
warehousing, loading and other 
changing needs. 

Hand trucks in a wide variety of wheel and frame styles for 
truck to door deliveries of cases, kegs or barrels. 

Somewhere in almost every bottling operation, there’s a 
need for conveyors or trucks . . . an opportunity to save 
money. Let a BUSCHMAN Engineer point out, without 
obligation, where the “human touch” is costing you too much! 
Write for detailed literature, or contact representatives in 
principal cities. 


Busciman 


THE E. W. BUSCHMAN CO., INC. 
4469 Clifton Ave., Cincinnati 32, Ohio 
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Build Your Summer Sales 
with NEW 
ed Diamond 


, 


STRAWBERRY* 


(IMITATION) 


4 


“Red Soda” and the youth market just 
naturally go together. And Strawberry —the 
“Red Soda” everyone likes — is at its very best 
made with the new Red Diamond MAY- 
TIME STRAWBERRY*. It can be the big 
popular seller to help build summer sales 
for you. 
Developed in the famous Red Diamond 
Laboratories, Maytime Strawberry approaches 
the springtime goodness of ripe red berries 
as nearly as is possible in an imitation flavor. 
But, taste Maytime yourself! 
For only a dollar ($1.00), to partly cover 
cost of packaging and delivery, Red Diamond 
Laboratories will let you have a full 43 gallon 
of new Maytime Strawberry Extract ... plus 
two (2) finished drink samples. Taste it and 
compare it with the strawberry you now use. 
You'll agree you want Maytime Straw- 
berry from now on! Mail the coupon today S# 


THE LIQUID CARBONIC CORPORATION Nf 
3110 South Kedzie Avenue ¢ Chicago 23, Illinois 
Offer expires Midnight June 15, 1950— Good 
*Imitation only in Continental United States 


THE LIQUID CARBONIC CORPORATION 
3110 South Kedzie Avenue, Chicago 23, Illinois 


Yes, I want to try new MAYTIME Strawberry. Send me % gallon of 
Maytime extract plus 2 ready-to-drink samples. 
$1.00 is enclosed. 


Red Diamond 


Extract» 


INCLUDE: Almond, Banana, Birch Beer, Cherry, 
Chocolate Creme Soda, Ginger Ale, Grape- 
fruit, Grape Imperial, Lemon, Lime, Orange, 
Raspberry, Root Beer, Strawberry and Vanilla. 


Name ee 
Company 


Address 


City 
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When the label says: PASTEURIZED 


K 


Peel), <== 





Yes—9 out of 10 cases of the nationally advertised Not Carbonated 
beverages are purity-protected by the new WALKER-WALLACE 
SELF-CONTAINED UNIT PASTEURIZERS. 


Coast to coast, still drink processors have accepted this new machine 
as the standard equipment for effectively and economically pasteurizing 
their product. They have found that these compact units offer low 


initial costs . . . simple installation . unexcelled performance — 


easy, ec onomical maintenance, 


Perhaps vou are planning to add the still drink processing of one 
of the new, potentially profitable still drink franchises to your present 
operation. If so, you'll want to learn more of WALKER-WALLACE 


Self-Contained Unit Pasteurizers. 








WALKER-WALLACE APV PARAFLOW 
MODEL HM—ALL STAINLESS STEEL! 


Fffectively . . . Economically Heats, Cools and 
Chills SIMPLE SYRUPS 

To protect the quality and purity of your simple 
syrups flavored or unflavored you can 
choose none better than these new All-Stainless 
Steel APV PARAFLOW units. Capacities can 
be changed to meet your needs . absolute 
temperature controls maintained at all times. 


Write for free color folder “Flash Heating 
and Cooling of Simple Syrups” 














out of 10 


WALKER-WALLACE 
New Self-Contained Unit 


PASTEURIZED 
The PRODUCT 


HERE ARE SOME ADDITIONAL FACTS: 


It gives positive pasteurization with precise 
temperature control. 


It is specifically designed for Sti// Drink 
processing. 


It is available in any capacity to match your 
tiller. 


It is shipped completely assembled, ready to 
connect to service lines. 


It saves space and is mounted on steel base. 


It is Custom-Built yet priced for the general 
market. 


It has optional control system with either 
a simple self-acting control'er or an auto 
matic air controller, (Diversion value is 
optional, too). 


For complete details, specifications and neu 
informational material write Dept. NB-4 No 


obligation of course. 


WALKER- 
WALLACE 


INCORPORATED 


OFFICE: 1370 MAIN ST. FACTORY 14 W. UTICA ST. 
BUFFALO 9,N. Y. 
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Heading Toward 





Orns f Coca-Cola Bottling 
Company of Chicago are convinced 
that they’re well on the way toward 
loading and distribution economies 
that will substantially reduce oper- 
ating expense in these days of seri- 
ously high costs 

Their new system is working out 
successfully in the largest of their 
Chicago plants and may soon be ap 
plied to bottling operations in other 
parts of the country. It involves 
complete mechanization of unload 
ing and loading operations through 
use of wooden pallets of 50-case 
capacity. Formerly, only intra-plant 
movement of empty bottles and 
finished cases was handled with pal 
lets and high-lift fork trucks 

Much of the credit for the new 
development is given to the fleet of 
Diamond T “Cab-Forward” trucks 
because the favorable CA dimen 
sions and “short-coupled” design 
lent themselves to the spec ial “A” 
type body developed by transporta 
tion engineers 

The Polk Street plant of the Chi 
cago organization was selected to 
“nalletize” its entire operation, all 
the way from the spotting of empty 
bottles at the head of the bottling 
line to the loading of filled cases 
from storage tiers directly onto 
route trucks. Prior to last summer, 
all loading was done by hand and 
too often resulted in long delays 
particularly on hot summer days 


when consumption was high and 
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Lower Costs 





Just as quickly as 50 filled cases can be lifted from the terminal point 
of the bottling line, they're stacked uniformly on 3° x 5° wooden pallets 
and whisked off to storage areas. 





Every minute lost on the loading floor means lost sales at the retail 
outlets. That's why this fast-moving mechanical loading system has 
proved so valuable. Here a Diamond T 404SC with “A”-type body of 200 
case capacity is being loaded with the fourth and final pallet. It takes 
four men ten to twelve minutes to hand-load a deck-truck with only 156 
to 174 cases. 
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driver-salesmen had to make multi- 
ple trips in and out of the plant to 
keep outlets adequately serviced. 
The improved setup has revolved 
around partial development of the 
“A”’-type truck body, designed for 
palletizing. Deck-type bodies had 
been used for hand loading. Coca- 
Cola Bottling of Chicago designed 
the new body, which has complete- 
ly open sides and floors pitched nine 
degrees downward toward the cen- 
ter, permitting the pallets to ride 
at an angle and avoiding shifting 
and possible breakage on turns or 
uneven streets. The loaded pallets 
are slid into the truck with fork 
truck equipment. There is plenty of 
clearance top and bottom so that 
there is no danger of banging or 
breakage at the loading point. 
Because of its adaptability to the 
newly developed bodies, Coca-Cola 
chose Diamond T Model 404SCH 
for this new operation. They have 
now 85 of their 137 Diamond T 
units in the new type of operation. 
The remaining 52 Diamond T units, 
most of them 509SC’s, are being 
employed as route trucks and a few 
of them, in extra-long-wheelbase 
sizes, have been equipped with stake 
bodies for wholesale distribution 
While speed of handling is the 
main advantage of this new kind 
of unloading and loading, there are 
many “fringe” benefits to» be had 
from it, Coca-Cola officials say. The 
back-breaking labor of hand-loading 
thousands of cases per day has been 
minimized. Human fatigue factors, 
notably late in the day or in warm, 
humid periods when the demand 
for bottled drinks is heaviest, are 
reduced 
Coca-Cola transportation execu- 
tives point out that hand-loading 
often meant that trucks and men 
were held up at bottling plants for 
an hour or more during the most 
productive part of the day when 
trucks and drivers should have been 
out on delivery routes. Palletizing 
has led to a speedier unloading of 
empties and loading of fresh goods, 
and a quick return to territories 
A final advantage is that the new 
method makes storage space go 


further 
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THE 
Sparkling Beauty of 


REED GLASS 


and Reed Applied 
Color Lettering 


WIN MORE ATTENTION 
PRODUCE MORE SALES 
FOR YOUR BEVERAGE! 


The EXTRA STAMINA of 
Reed Glass keeps your 
bottles rolling, trip after 
trip, cutting replacement 


costs! 


With Reed's A-C-L process, 
your label is fused right into 
the glass itself, where the 
colors and letters remain 
bright and clear... through 
endless soaking, washing, 
sterilizing and handling. 
Write today for informa- 
tion on our standard or spe- 
cial molds to meet your 
requirements. 


$$ CO., INC., ROCHESTER 11, N.Y 





The best activated carbon of ali—CARBO-DUR! 


e For water treatment. 
amazing larbo-Dur... 


e wets fast! 
e sinks fast! 


@ has high absorptive value! 


Only Permutit has Carbo-Dur. Get all ca is resistant to abrasion 


the facts... then try it! Write to The 
Aina Companys Dept. NB-4, 330 6 is rugged ! 
West 42nd Street, New York 18, N. Y.. 


=" Permutit 


Lid.. Montreal. 
WATER CONDITIONING HEADQUARTERS FOR 35 YEARS 
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Sales Success 
Depends on You 


hove ago one of our founding 
fathers said, “These are times that 
try men’s souls.” That man, if still 
alive, would probably add, “and that 
goes double today.” 

For now, in addition to the tech- 
niques of the carbonated beverage 
business, you also need real sales 
skill to handle all the difficult prob- 
lems arising from changing condi- 
tions markets, materials, mer- 
chandise, customers, prices. 

Only one factor remains constant 
in each line. That is you. You are 
the central character in today’s 
drama of life in the bottling busi- 
ness ... you are the man in the 
spotlight . and the way you play 
your part will decide your business 
future 

Four factors are involved in most 
soft drink sales: the ultimate con- 
sumer, the merchandise, the retail 
store, and the bottling plant and its 
personnel 

The customer may be old or 
young, rich or poor... Man, woman 
or child a quick, careless buyer 
or an experienced, careful buyer. 

Your carbonated beverages may 


be high-priced or “economy lines, 
modest lines bottled and sold locally 
under your own brand name or na- 
tionally known products backed up 
with powerful selling aids 

Your retail store (or soft drink 
department) may be large or small, 
up-to-date, or out-of-date, with an 


old established following or just a 
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newcomer trying to build a repu- 
tation. 

You and your bottling plant may 
be old or young, experienced or a 
beginner, modern or old-fashioned 
in ideas and equipment. But in any 
event, YOU and your helpers are 
the final answer on sales ... you are 
the ones that should adapt your- 


selves to the other three factors 
mentioned. 


Analyze Yourself Occasionally 


Every once in a while it pays all 
of us to stop and analyze ourselves 
. to see what powers and weak- 
nesses, assets and liabilities, help or 
hinder us in our daily work as bot- 
tlers, supervisors and route sales- 


men. Have you given yourself a 


check-up lately? 
Do you radiate good health, good 
friendliness, 


manners, honesty, 


cheerfulness, energy and anima- 
tion? 

Stand in front of a mirror and 
without bias 


After you have rated yourself as 


appraise yourself 
well as you can, ask someone who 
knows you well to rate you objec- 
tively on the same points. Tell them 
not to ease up on this—strike hard 
and let the chips fall where they 
may! 

Once we “see ourselves as others 
see us,” we can start a regular 
campaign of self-improvement. 








SALES SUCCESS DEPENDS ON YOURSELF 





"You are the central character in today's business drama, 
and the way you play your part will decide your future.’ 











NOW IN 


10-ounce bottl 


1 ! 
i as the 7 oz. size: 


as we 
Yes, WONDER ORANGE is now also bottled in the 


big package—the smart, increasingly popular /0-ounce 
bottle! 

There’s no change in WONDER ORANGE’S match- 
less, refreshing high quality. It’s the same pure, tempt- 
ing, delicious drink. 

But, in the new 10-ounce container, WONDER 
ORANGE is a competition-pacer and profit-builder 
you can't afford to miss! 

Get the facts now on WONDER ORANGE'S amazing 
repeat-sale story. Write, telling your capacity and ter- 
ritory, and we'll tell you how an exclusive WONDER 
franchise can keep your profits up for years and years 
to come! 


Pineapple-orange, grape and all companion 
flavors are bottled in the 7 or 10-ounce bottle. 
The crown identifies the flavor. 


223 WEST ERIE STREET © CHICAGO 10 


TENTS 19 FLUID 9 


_WWOLESOME AND 


o 
REFRESHING 
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There are dozens of good “rules” 
and desirable traits for a successful 
beverage salesman, but here are 
seven personality points sometimes 


overlooked! 


1. A friendly manner, a helpful 
attitude, a sincere smile occasion- 
ally. 

9 


2. Mental alertness—cultivate an 


understanding of your. dealer’s 
problems and a quick grasp of the 
various sales angles involved. 

3. Careful pronunciation give 
other people a chance to hear and 
understand your knowledge of your 
business and its various good sales 
points 


4. Correct voice tones, so that 
children as well as grown-ups will 
like you; express confidence and 
sincerity without being smart-aleck 
or high-pressure. 

5. Erect posture, animation and 
enthusiasm a physical slump 
means a sales slump. 

6. Self-confidence—if you believe 
in yourself and your merchandise, 
others can be persuaded. 

7. Thorough preparation know 
your business and your beverages 
and how they can be applied to your 


dealer’s problems or desires. 


The Kit of Knowledge 


What’s in the kit of 
every 


knowledge 
bottler and his sales people 
need ? 

First, genuine curiosity about the 
dealers you serve and about the mer- 
chandise you offer to them. Help 
prospects and customers figure out 
what they need or should have, 
where they will locate your line and 
why; study how minds 


operate and why they reach certain 


peoples’ 


conclusions. 

Next, polish to a smooth finish 
your “mechanics” of selling 
arousing interest, conversation and 
demonstration, keeping sales always 
moving steadily toward the desired 
goals of increased size or frequency 
of order 

Among other factors that will 
help you are these: 

Learn to do things vou dislike; 
be more patient, especially in hand- 
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ling family or organizational groups 
where various opinions sometimes 
conflict. Think less about your own 
problems; more about your dealers’ 
likes and dislikes, and their cus- 
tomers’ wants and needs. Improve 
your vocabulary and your range of 
subject matter; learn to talk in- 
terestingly to all ages and to all 
kinds of people. Be enthusiastic and 
aggressive, yet tactful and friendly. 

J. C. Aspley, 
Sales Management advises: “Find 
out why any twenty people buy the 
things you are selling, and you will 
have found out why twenty hundred 
should buy if you are selling 
groceries, and seek better ways to 
sell them, put on an old golf cap 
and go up and talk to the Sweeneys 
and the Joneses on 18l1st Street. 
If you are selling automobiles, seek 
out the people of ordinary means 
who bought of their own accord. 
They are full of ideas. 

“Get perspective on your sales 
and advertising problems and the 
plan will take care of itself 
Bring to your business that outside 
which all 


buyers’ viewpoint from 


worthwhile selling ideas must 


spring.” 
Selling Is People 


You probably think of yourself 
as selling merchandise (carbonated 
beverages). Actually, you are sell- 
ing people. You are selling dealers 
on the profits and benefits they can 
reap by handling the merchandise 
you supply and by following your 
ideas for display and promotion. 

Sam Vining says, “When you and 
I are really selling, we are selling 
people into paying us money we 
want in return for goods or services 
they want.” 

Too many salespeople have their 
minds on merchandise instead of 
on the man or woman or child they 
eventually must sell on buying and 
using their product. 

People are what count, for they 
are the variable element 
different. 


. always 
Knowledge of merchan- 
dise should not be confused with 
knowledge of selling. 


Training in merchandise is not 


former editor of 


sales training and has nothing to 
do with it except that knowledge 
of merchandise is one of the im- 
portant tools in selling. Tools are 
necessary but they can’t make sales 
unless properly used, pointing out 
the benefits and advantages of your 
lines to that particular prospect. 

book, 
Yours,” Jack Carr stresses the fact 


In a_ recent “Cordially 
that the public at large are “just 
folks” you can talk to—in your 
letters, ads, circulars or catalogs, 
as well as in your face-to-face sell- 
ing. In every type of sales talk, it 
pays to present facts honestly and 
earnestly but always friendly-like. 
He states: 

‘While we live 
than ever before in history, we've 
grown further apart. The average 
man has got a million neighbors but 


closer together 


not as many friends as the fingers 
on his hand. The average man will 
respond to the smile of a newsboy 
and come back day after day to buy 
his paper and win that smile. When 
the headwaiter calls him by name, 
he'll with pride and 
every acquaintance he can to that 
particular restaurant. He’ll walk a 
mile for a Camel. And blocks out 
of his way to buy an Arrow brand 
Manhattan 
Stetson hat, from a clerk who calls 


swell bring 


collar, a shirt or a 
him by name. Human nature cries 
for recognition! Men join Rotary, 
Kiwanis, Civitan and all 
luncheon clubs to be known as Bill, 


other 


or Henry, or Charlie. In spite of the 
fact that men are living at the rate 
of a hunderd miles an hour, there 
is a suppressed desire to do busi- 
ness with a man or the concern 


they know, or feel they know.’ 


Every carbonated beverage on 
the market is subjected to all sorts 
of merchandising tests these days 
Is it pleasing in taste or flavor, is 
the name easy to understand and 
remember, is it properly bottled and 
packaged, is it right in size and 
price? As companies spend time and 
money making sure their products 
are presented properly, so it is up 
to you to improve your own “sales 
package” yourself and your ef- 


forts. Then you can really go 


places! 
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Another 
p00 
Case 
for 








e Report from a bottle-washing customer: “Some of 
our washers have been in use for as long as 8 years. With 


Wyandotte C.C.S. Alkali, de-scaling has not been necessary, 


even though the water runs extremely hard.” 





Wyandotte 
0.6.8. Alkali 


Hundreds of reports from the field con- 
firm the effectiveness of Wyandotte 
C.C.S. Alkali in extremely hard water. 


This specialized bottle-washing prod 
uct not only produces bright, sparkling 
bottles but also helps keep machines 
clean and free from scale. The reason 
for this is that C.C.S. Alkali is balanced 
to stabilize the mineral content in water 


of unusual hardness. 
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If you need a compound to combat 
hard water or heavy soil, you'll want to 
investigate the advantages of C.C.S 
Alkali. Among other things you'll find 
that it’s efficient for dispersing inks, ad- 
hesives and pigments from bottle labels 

for removing aluminum foil or extra- 


heavy labels in bottle soakers. 


Your Wyandotte Representative will 
be glad to tell you more about C.C.S. 


Alkali or any other product in the com- 
plete Wyandotte line. Why not give 
him a call today? +h 


S. Pat. Of. 


Wyandotte Chemicals Corporation 


Wyandotte, Michigan e Service Representatives in 88 Cities 
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PREDICTION: 


Why we believe 
1950 will be 
biggest year 
for NEHI! 


MAKERS OF ROYAL CROWN COLA, 
PAR-T-PAK AND NEHI BEVERAGES QOYAL CROW, 


1949 was the most successful sales year in 
Nehi history! 


Distribution has been expanded. Our bottlers 
have improved their facilities with the newest & qAerete- 


oh aaa manage nO AL CROW 


The demand for Nehi products is growing 
bigger every day—the result of tested sales 
and merchandising plans. 


New thousands are discovering RC, Par-T-Pak, 
and Nehi. People realize Nehi products taste 
better and give YOU more for your money. 


NEHI CORPORATION, 


COLUMBUS, GA. 
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Is The Next “Big” Drink 


Ginger Beer? 


Brought back into demand by a pair of “mules”, the 
sweeter, hotter ginger drink is commencing to spread. 


FA. people knew what ginger 


beer was in the decade following 


the first war. Doughboys tasted it 
in England, liked it, 


when they came back home. And a 


demanded it 


great deal of this carbonated bev 
erage was sold, under a variety of 
labels, until in the mid-"30s it quiet 
lv laid down and died 

Rudy R. Miller, vice president of 
The Miller-Becker Co., 


whose “Ace” Ginger Beer was one 


Cleveland 


of the prominent brands a score 


of years ago, asserts that there 


This unique private mold bottle is 
used to package Cock ‘n Bull Gin 
ger Beer. Through an applied color 
process, two colors are sprayed on 
the bottle to simulate the appear 
ance of earthenware. 
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were at least 100 bottlers fran 
chised for “Ace” in the early "30s 
At that time it was 


put up in 8-ounce bottles, and Mil- 


principally 


ler feels that the decline of ginger 
beer was caused by the advent of 
the 12-ounce bottle. He believes 
that 12 ounces is simply too much 
ginger beer for anyone to drink 
at one time 

A couple of years ayo, gingel 
beer started knocking on bottlers’ 
doors again. The rectifiers of Smir- 
noff Vodka introduced a dramatic 
new drink: The Moscow Mule, in 
case you haven't heard of it, served 
in a special copper mug and con 
sisting of vodka, lemon, and ginge? 
beer. Cock 'n’ Bull was supposed 
to be the ginger beer used to make 
the Moscow Mule 


but problems arose 


authentically 


Bottlers in many cities appeared 
unwilling to take on a new fran 
chise “just for a mixer.” In a num 
ber of cities, hotel and restaurant 


men sought vainly for a_ bottler 
who could supply them ginger beet 


they could feature the new 


New Orleans, for example, the 
manager of a prominent hotel 

called on every 
the city, trying to ar 
a source of supply 


He was told ait 


major 


“Smarty” ginger beer 





entially and politely, of course, but 
nevertheless told please to vo 
iway and stop bothering busy bot 
tlers 

The bar manager was very de 
termined, and he finally com 
menced serving Moscow Mules. He 
had the ginger beer shipped to 
New Orleans from Los Angeles! 

After the Moscow Mule came an 
other bar drink: Missouri Mule, 
this one made with Southern Com 
ort and ginger beer, and distinct 
vely served in a_ pottery mug 
shaped like a mule’s head, Again, 
ginger bee) 


supply difficulties on 


have prevented any great success 
on a national scale 

In the Albany, N. Y., area last 
summer, an N. B. G 
plant while the 


editor came 
into a_ bottling 
owners were talking about gingel 
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Only one bottle supplier 
offers you-all these... 


** Four colors of Glass 
(Amber, Georgia Green, 
Flint, Emerald Green) 

ACL (Applied Color Lettering) 
High Lustre 
Label Design 
Syncro-Flash Finish 
Protective Film 
Wood Cases 
Duraglas Center Facilities 
‘Corrugated Cases 
Constant packaging research 
Bottles produced on 
Modern Automatic Machines 
" Over 75 years of 
- Beverage Bottle Manufacture 


} 


7-02. Duraglas Emerald Green boitle with 
durable Applied Color Lettering. 


Whichever color of Duraglas bottles you need—vegardless 
of season or time of year—you can depend on getting them 
promptly from Owens-Illinois. 


This quick service is possible because bottles in all four 
colors of glass are constantly being made at O-I glass plants 
located at central shipping points across the country. 


Give your bottling operation the extra economy of Owens- 
IIlinois’ fast, experienced service. 


Write or call the branch office near you. 


Swag Los BEVERAGE BOTTLES 


Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY 
Toledo 1, Ohio ° Branches in Principal Cities 
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beer. They pondered and discussed, 
and finally decided that maybe it 
was taking too much of a chance 
to make a “new” flavor—‘just for 
the bar trade.” 

Were they right? Did the other 
bottlers who so far have passed up 
the ginger beer opportunity, like- 
wise do correctly ? 

No, says Miller of Cleve 
In the fall of 1949, he decid- 


ed that it was the 


tudy 
land 
right time to 
bring ginger beer back. So he put 
up his blend under a new name 


“Smarty” and commenced pro- 


moting it on his radio and tele- 
vision programs. 
ai og kids,” 


a typical commercial, “and a swell 


wonderful for was 


thing for dads and mothers, too, 


because it mixes with everything!” 
After three weeks of promotion 
(as this report was written) sales 


of Smarty Ginger Beer in the 


Cleveland area had reached 3875 


cases a day, and Miller was con- 
fident that by mid-Winter his plant 
would be putting out 750 cases a 


day 


“Ginger beer is a real drink,” he 





PLYMOUTH 


J ° 


oil, Vitamin C and color. 


MR. BOTTLER: Here is your economical base for fast- 
selling bottled drinks. Shipped in cartons of 6-96 ounce 


containers. (4!/2 gallons). 


TASTE WILL TELL. . 


> PLYMOUTH 


CITRUS PRODUCTS 


COOPERATIVE 
PLYMOUTH 


OE a: 
DRINK!” 


CONCENTRATE d 


For—BOTTLED DRINKS 
Plain or Carbonated 


Made from fresh, vitamin-full, sun-sweet oranges. A high! 
quality concentrated orange beverage base for refresh- 
ing, healthful bottled drinks. Easy to use and standardized 
for sugar, citric acid, stabilizing vegetable gum, orange 


FLORIDA 


BRAND 


AND SELL! 


Write for 
detailed 


information 





says. “Let’s forget about its mixing 
possibilities and promote it as a 
healthful, flavorful drink for chil- 
dren. Then if people want to put it 
into ‘mule’ drinks, we certainly 
won't stop them! At least, they’ll 
be able to get ginger beer, and we 
can sell it to all of the 


outlets.” 


possible 


Some bottlers—and much of the 
public—are not quite clear as to 
the exact difference between ginger 
beer and various types of ginger 
ale. N.B.G. inquired among several 
producers and found the consensus 
to be that ginger beer (a) has a 


honey content which makes it 


sweeter (b) includes variant essen- 
tial oils, possibly with less citrus 
than ginger ales (c) is milder and 
smoother than a ginger ale, but at 
the same time more intense in the 
direct ginger taste. Ginger beer is 
much closer to the golden ginger 
ale than to the pale dry type, but 
is completely distinctive and cannot 


Naturally, 


there will be a variation in flavor 


be contused with the ale. 


between the products of different 


firms 


Cock ‘'n Bull Ginger Beer, the 


other brand mentioned in the arti- 
cle, is being distributed nationally 


in a unique private mold bottle 


decorated with color to 


applied 
simulate latter 


being the original form of package 


earthenware, the 


adopted for the bottling of ginger 
beer in England many years ago 
Bottled under authority of Cock 
‘n Bull Products, Inc., Los Angeles, 
California, the beverage is being 
franchised east of the Mississippi 
Heublein & 


Hartford, 


and in Texas by G. F. 
Bro., Incorporated at 
Connecticut 

To simulate crockery two colors 
of ceramic paint, one white and the 
other brown, are applied to the bot- 
tle through the applied color proc 
ess and lettering and insignia are 
fired on the bottle in red and green. 
bottles are 


Decorated supplied by 


Owens-Illinois Glass Co. Bottlers 


who are looking for “something 


might well consider Ginger 
drink for the 


we ll as tor the bar 


new” 


Beer—a cooler as 
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EW ME 


. E E RAW WATER CONTROL RAW WATER CONTROL 
G MEASURING CUPS 


OPERATING CLOSED 


SCHEMATIC LAYOUT 
= ACCEL ATOR “JBAS’”’ WATER TREATING PLANT 


WASH WATER RETURN 
TO ACCELATOR 











ME FEEDER COAGULANT & CHLORINE CCE OR | | SAND FILTER HYDRODARCO 
FEEDERS PURIFIER 


Control the QUALITY of the Water You Use! 


after day, you can maintain absolute control of the 
tals of the water you use with the “JBAS” Water Con- INSTALL THE JBAS WATER 
ditioning Plant! No more “off” tastes and odors. No more 
troublesome organic matter or alkalinity. Ordinary or im- CONDITIONING PLANT 
properly treated water can destroy profits and customer satis- 
faction thru excessive foaming, poor carbonation, loss of 
syrup flavors, and bad appearance. 


Cut returned goods to a minimum. Step up sales and profits. 
Investigate the many superior advantages of “JBAS” Water 
Conditioning. Send for Bulletin No. 1823 and our Water 
Conditioning Analysis Sheet. This valuable laboratory serv- 
ice costs you nothing! Write TODAY! 


® BETTER WATER CONDITIONING ° 
AND WASTE TREATMENT SINCE 


1894 
INFILCO inc. ~~ 


7a t é@ $ oP rt Ce 8. TR [Tw eww ¥ S$ 1x ewe we eT PAS: UCT eS 


WORLD'S LEADING MANUFACTURERS OF WATER CONDITIONING AND WASTE TREATING EQUIPMENT 
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It may be that obsolete, outdated 
machinery is keeping you from making 
the profits you havea right to expect. But, 
as many bottlers have discovered, rising 
production costs can be rolled back by 
greater bottling line efficiency. 

Improved methods and faster speeds 
mean greater daily production with lower 
labor costs that yield substantial savings 
on every case. Experience reveals that 








LIQUID’S high-efficiency equipment 
quickly pays for itself 


Let us give you facts! First, write 
for LIQUID’S 1950 Bottlers’ Equipment 
Catalog. Then, discuss your problems with 
a Liquid Bottling Plant Specialist. You 
will find his experienced counsel invalu- 
able in checking line performance, plant 
layout, cost cutting and other production 
details. 


The LIQUID carsonie corporation 


3110 South Kedzie Avenue, Chicago 23, Illinois 


Water 


Bottle Washers Carbonators 


1 


| | 


Refrigerating Units 


Labelers 


p £ 
el 
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In Focus.. 


PICTORIAL ROUND-UP 
OF THE NEWS 


} 








Approximately 50 bottlers and 
others associated with the in- 
dustry attended the A.B.C.B. 
“Short Course” in Washington 
last month. The curriculum cov- 
ered advanced and efficient meth- 
eds of production and plant 
management. The “Teachers” 
were recognized trade authorities. 


| THAT'S BERLE! 
\ 
Ne ce eee coe eee cee ee ee oe oe 


If he’s not appropriating another 
comic's gags, Mr. TV himself, Mil- 
ton Berle, left. usually manages 
to get his clutches on something 
else. This time, it’s a bottle of 
Canada Dry, which magician- 
musician Richard Himber made 
appear “from out of thin air” on 
a recent Berle show. Hey, that's 
an idea! 


...grow big oaks. That's the 
merchandising principle behind a 
new youth market sampling pro 
motion recently launched by the 
84-year-old James Vernor Co., De 
troit. During the drive, Vernors 
will visit neighborhood theaters 
and put cups of its ginger ale 
into the hands of approximately 
14,000 youngsters. 
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Sure, your drive and approach were wonderful. But 
it's in those last few feet that the pay-off comes. 

\ good plant and efficient distribution pay off 
only when the consumer walks those last few feet 
and reaches out for your product. 

That's why it’s important to have a product 
like Ilires 


has been paying off for 80 years. And its going to 


backed by a consumer franchise. Hires 


keep right on paying off! Why? 
Because it's a good product. Hires is still made 
with real root juices not artificial flavoring. 


Because its a familiar product. Hires has grown 


84 


Don't 
putter 


around 


up with America. Because it’s a consistently adver- 
tised product. Hires has been supported by 30 mil- 
lion dollars in advertising. (Our latest is in Lirt 
and Look.) 

In just three months 31 more bottlers have 
lined themselves up with this proved product. It 
seemed to them that it’s wise to sell something they 
know will pay off. We'll be glad to show you how 


Hires can... for you! 


CHARLES E. HIRES CO. 
206 SOUTH 24th STREET © PHILADELPHIA 3, PA. 


National Bottlers’ Gazette 








Hidden Taxes Hurting Trade, 
Kentuckians Hear 


yt NTUCKY bottlers were told last 


month that “hidden taxes” are seri- 
ously hurting the industry 
Speaking before the 38th annual 
convention of the Kentucky State 
Bottlers’ Association in Louisville, 
March 16-17, Thomas F. Mansfield, 
immediate past 
A.B.C.B., 
lutely nothing wrong with the soft 
drink 


tion or 


president of the 


declared “‘there is abso- 


industry that the elimina- 

reduction of hidden taxes 
on sugar and other main commodi- 
ties will not cure.” 

Mr. Mansfield, who also heads the 
New Jersey Bottlers of Carbonated 
Beverages, asserted that bread 
manufacturers have to pay 151 hid- 
Then, he noted: “It’s 
understood that soft drink bottlers 


den taxes 


pay even more 

“If these were eliminated, either 
in whole or in part, our major prob- 
lems would be solved.” he con- 
cluded 

Among the other speakers at the 
Charles 


Glass Co.. 


two-day meeting were 


Deger, Owens-Illinois 
Toledo, O., 


both the 


who listed the merits of 
returnable and non-re- 
Joseph F. Hale, 
Bottlers’ Service Department, Nehi 
Corp., 


turnable bottles; 
Columbus, Ga., who dis- 


cussed water conditioning  prob- 
lems; Edward P. Williams, director 
of industrial relations, Associated 
Industries of Kentucky, who out- 
lined some of the phases of the new 
Wage and Hour Law, and L. L. 
Knight, Nehi Madi- 


sonville, who, in an address on bot 


sottling Co 


tlers’ problems, urged the estab- 


lishment of a “practical” deposit 


system 


New Officers Elected 


Mr. Knight was elected president 
association, succeeding Gabe 


Tavlor of Greensburg 
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SOMETHING TO SMILE ABOUT 


You bet—they'’ve just been elected to head the Kentucky association. 
Left to right: G. D. Polley. second vice-president; Orville M. Howard, first 
vice-president; L. L. Knight, president, and Martin F. Schmidt, secretary- 


treasurer. 





Other officers named were: Or- 
ville M. Howard, Howard & Walker 
Bottling Co., Harlan, Ist 


president; G. D. Polley, Coca-Cola 


vice- 


Bottling Co., Whitesburg, 2nd vice- 
Schmidt, 


Coca-Cola Bottling Co., Louisville, 


president; and Martin F 


secretary-treasurer. 


$1 Deposit Favored 
by Montana Bottlers 


Mb oncaus bottlers have gone on 


record as favoring higher deposits 

In a poll taken of twenty-three 
members of the Montana Bottlers 
of Carbonated Beverages at the 
30th annual convention of the 


group, February 19th in Living- 
ston, all agreed that the total de 
posit for bottles and shell should 
be one dollar 


There was some difference as to 


how the dollar deposit should be 
apportioned. Eighteen of the twen- 
ty-three bottlers said that the de- 
posit should be 3c per bottle and 
28c for the shell. bottlers 
favored a 4c bottle deposit and a 
bottler 


voted for a 2c bottle deposit and a 


Four 
case deposit of 4c. One 
52c case deposit 

The discussion on deposits was 


the outstanding feature of the one- 
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STAYING 
QUALITY... 


...L HIS IS 
OUR 
$4th 

YEAR 


Bottlers desiring information concerning a franchise 
for Vernor’s Ginger Ale should write to 
Franchise Division 
JAMES VERNOR COMPANY 
239 Woodward Avenue e Detroit 26, Michigan 


GINGER ALE 
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day session but other highlights 
were provided by the convention 
speakers. 

William E. Mankin, public re- 
lations director of the Grapette 
Company, and Ovid Davis, Coca- 
Cola Company, both discussed vari- 
ous aspects of public relations. E. 
A. Bostrom, A.B.C.B. executive 
board member from Grand Forks, 
N. D., spoke on the activities of the 
national association. Sig Funke, 
Owens-Illinois Glass Co., explained 
how bottlers could help their deal- 
ers in handling returnable bottles 

G. Donald Wheat, Dillon Bottling 


Works, Dallas, was elected presi- 
WHAT ARE THEY LOOKING AT? 

. . ; Could be that the officers and directors of the Montana association are 
Bob Jorgensen, Other officers are: eyeing the future—or trying to. Seated, left to right: W. W. Cassel, secre- 
G. M. Smartt, vice-president, Coca- tary: Don Wheat, president; Matt Smartt, vice-president, and Bob Jorgen- 
Cola Bottling C B Www sen, treasurer. Standing: Directors Jim Wade, Ted Stump, Phil Harrington, 

Ola sottling Co., utte; and B. C. Hayward. 
Cassel, secretary, Coca-Cola Bot- 


dent of the association, succeeding 





tling Co.. Havre: R. F. Jorgensen, were Philip Harrington, Pepsi- At the close of the meeting, the 
treasurer, Coca-Cola Bottling Co., Cola Bottling Co., Butte, and convention adopted a_ resolution 
Great Falls James L. Wade, Roundup Bottling calling for increased sugar allot- 


Elected to the board of directors Co., Roundup ments. 


Public Relations Plan 
Outlined to West Virginians 


wt PLAN for developing a “‘local- 


ized” public relations program 
one which would prove practicable 
for all bottling plants, regardless 
of size—-was presented to West Vir- 
ginia bottlers last month by William 
E. Mankin, public relations director 
of the Grapette Co., Camden, Ark. 
The occasion was the forty-fifth 
annual convention of the West Vir- 
ginia Bottlers Association, held 
March 20-21, at the lush-and-plush 
Greenbrier Hotel, in White Sul- 
phur Springs. 


WEST VIRGINIA OFFICERS Approximately one-hundred and 
Seated. left to right: J. E. Decker. vice-president: G. A. Mohler. Jr., presi- 
dent: L. G. Brisbin, secretary. Standing: Clay Harris, director; Edward who attended the meeting heard 
Lee. treasurer, and A. B. Hatcher, director. Mr. Mankin declare that “any 


twenty-five bottlers and supplymen 





April, 1950 87 











‘fa ’ 


Libenlys, \\\il/ MZ, 
FLAME ~ POLISH: 
aud (in TOS\Soe 

custalliiee DESIGNS 


For sure-fire sales appeal and as- 
surance of many prompt >ottle returns, 
use FLAME-POLISH Bottles with Lustro- 
Color designs. 

Liberty’s special FLAME-POLISH 
process lends added brilliance; protects 
original finish longer; increases tough- 
ness, bottle life and trippage. 


- bol Lae 


# 





Specially fused into the glass bottle, 
Liberty’s Lustro-Color designs “speak 
for themselves.” They help establish 
preference for your brand and mini- 
mize bottle losses. Liberty’s expert 
plant processes and relentless labora- 


tory tests cut down replacement costs. 





GLASS CONTAIN 
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£ SINCE 1918 














- AND SPEAKERS 


Left to right: E. J. Forio, vice-president, Coca-Cola Co.: Wm. E. Mankin, 
public relations director, Grapette Co.; and J. E. Stevens, staff editor, “Na- 


tional Bottlers’ Gazette.” 





plant can have a public relations 
program, if it works at it.” 

The development and execution 
of this program are not complex, 
he added. “You merely go out and 


win friends for yourself, your 
product, and your plant 


that, 


And when 


you do your business in- 
creases 

“You start by telling your em- 
ployees about your business and 


“You 


proud to be as- 


your product,” he explained 
make them feel 
sociated with your operation. You 
give them the desire to spread the 
good word about your product to 
their friends 

“You continue by being fair and 
courteous to your dealers. You can 
even go a little further by getting 
out on the routes every so often, 


and meet your accounts person- 
ally and thank them for their pat- 
ronage. 

“You also 


munity. You 


serve your com- 
invite 
take an 
worthwhile community 

Mr. Mankin 


public 


plant visits, 


and you active part in 
functions. 
emphasized that 
relations need not be costly, 
requiring sound planning, conscl- 
a will to serve 
What- 


required to con- 


entious effort, and 


more than anything else. 
ever finances are 
duct a public relations program, he 
added, can be obtained by using 
the savings that would result from 


eliminating “deals to dealers.” 
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Four other leaders ad- 
dressed the Thomas F. 
Mansfield, immediate past presi- 
dent of the A.B.C.B., discussed the 


American 


trade 
meeting. 


system of free enter- 
prise, and the role of the business- 
man in contributing to its mainte- 
nance. E. J. Forio, vice-president 
of the Coca-Cola Co., outlined the 
need for better industry relations 
with both the Government and the 
public 

S. F. representative 
of the Cork Co., re- 
viewed the “Cost Clinics” 


Scott, Jr., 
Armstrong 
recently 
conducted by the Ohio association. 
J. E. Stevens, Staff Editor of “Na- 
tional Bottlers’ Gazette,” 
latest 


reported 
developments on the move- 
ment in the industry to price-for- 
profits. 


Officers Reelected 
All officers of the association 


They are: G. A. 
Bottling 


reelected 
Mohler, Jr., 
Co., Beckley, president; J. E. 
Decker, Nehi Bottling Co., East 
Rainelle, vice-president; Edward 
Bottling Works, 
Clarksburg, treasurer, and L. G. 
Bottling 


were 


Coca-Cola 


Lee, Coca-Cola 


Brisbin, Royal Crown 
Co., Huntington, secretary. 
Added to the board of directors 
were A. B. Hatcher, Top Rock 
Bottling Co., Charleston: T. M. 


Tuerffs, Nehi Bottling Co., Fair- 


mont, and Clay 
Bottling Co., 


directors are H. P. 


Harris, Coca-Cola 
Other 
Hunnicutt, 
Pepsi-Cola Bottling Co., Princeton ; 
J. W. Ramsey, Pepsi-Cola Bottling 
Co., Charleston; and M. W. Asch, 
Dr. Pepper Bottling Co., Logan. 


Huntington. 


Role of Routemen 
Stressed At 
Louisiana Meet 


Louisiana bottlers were told re- 
that the soft drink route 
salesman is the key to increased 


cently 


volume. Addressing the forty-sec- 

convention of the 
Bottlers’ Association, 
held Feb, 27-28 in Alexandria, Ben 
Wells, General Sales Manager of 
the Seven-Up Co., St. 
clared that the 


drinks offers “unlimited possibili- 


ond annual 


Louisiana 


Louis, de- 
market for soft 
ties,” but emphasized that the re- 
alization of these sales potentials 
will depend primarily on_ the 
driver-salesman. 

It is the routeman who actually 
does the selling job, not the bottler, 
Mr. Wells 


audience of approximately 150 bot- 


contended before an 
tlers and supplymen. 

However, he added, it is the re- 
sponsibility of the bottler to select 
and train the type of personnel that 
will do the job for him. 

Among the other speakers at 
the two-day meeting were Wilbur 
H. Glenn, chairman of the special 
sugar committee of A.B.C.B.; and 
Frampton King, Coca-Cola Co., At- 
lanta. 

Eros, of the 
Bottling Co., Baton 


Joseph Coca-Cola 
Rouge, was 
elected president of the association. 
O. A. Boehmer, of the Zetz 7-Up 
bottling operation in Baton Rouge, 
was named vice-president, and 
Harry England, of the Coast Bot- 
New 


elected secretary. 


tlers, Ince., Orleans, was 





One man washes ‘em all 
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with a HEIL KHQ Bottlewasher 


Cleaner bottles at 
lower cost per case 


PRE-RINSE removes loose dirt 
before bottles enter first soak 
compartment. You save on 
caustic. 


SOAKER-HYDRO WASHING 
assures you of sparkling clean, 
sterile bottles. 


NO BRUSHES OR INJECTOR- 
TYPE SCRUBBING DEVICES to 
pass dirt from bottle to bottle. 


4-COMPARTMENT DESIGN per- 
mits wider range of tempera- 
ture control, for thorough clean- 
sing action and less bottle 


breakage. 





Yes, you can wash splits, pints, and 
quarts with a Heil KHQ Bottle- 
washer. And you don't have to make 
time-consuming adjustments to 
change from one-size bottle to an- 
other. This flexibility lets you push 
your popular sizes, yet continue to 
offer a full line. 

What's more, one man can keep 
the machine operating at full ca- 
pacity. Load and discharge, temper- 


ature and pressure gauges, pump 


and drive controls — all are right 
in front of him. Thanks to Heil’s 
accumulative bottle loader, he can 
load continuously — and does not 
have to time his movements with 


the operation of the machine. 


Heil KHQ Bottlewashers are 
available in capacities ranging from 
60 to 240 bottles per minute. Ask 
your Heil agent about the size that 
fits your plant. Write today for 


literature giving complete details. 


THE HEIL co. 


Dept. 2740, 3028 West Montana Street, Milwaukee, Wisconsin 
Factories: Milwaukee, Wis. — Hillside, N. J. 


District Offices 


Hillside, Washington, D.C., Atlanta, Milwaukee, Detroit, Chicago, 


Minneapolis, Kansas City, Dallas, Los Angeles, Seattle 
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Government Holding Sugar Price Up, 
Arkansans Told At Convention 


Tn Arkansas Bottlers of Car- 
bonated Beverages last month pe- 
titioned the U. S. Department of 
Agriculture to increase the na- 
tional sugar quota as a step toward 
“bringing the price down within 
reason.” 

taken at the 
thirty-ninth annual convention of 
March 19th 
at Little Rock. It was preceded by 
attack on 
James C. Lee, 


The action was 
the association, held 
a_ bitter governmental 
sugar policies by 
A.B.C.B. 
from Birmingham, Ala. 


executive board member 
Sugar prices would decline to at 


least five and one-half cents a 


pound from the present level of 


near eight cents were it not for 


artificial government supports in- 
duced by powerful Washington lob- 
bies of the sugar industry, Mr 
Lee declared before an audience of 
approximately 300 bottlers and 


supplymen. The present price 
would be even higher, he said, were 
it not for the efforts of a few 
courageous legislators and the in- 
fluence of public opinion 

“Largely through the help ot 
housewives over the nation and as- 
from such men in Wash- 


sistance 


ington as Senator Fulbright of 


Arkansas, we were successful in 


from rising to 
which the 
Department of Agriculture and the 


wanted,” Mr. Lee 


keeping the price 
$8.88 per 100 pounds, 
sugar industry 
asserted 

‘The price is back to $7.70 now 


from $8.05 on January 1, which 
may not seem like much of a drop 
to vou, but it represents an invest 
ment of more than $20,000,000 to 
bottlers on a nationwide scale.” 
The national association official 
added that even during the period 
control 


of complete governmental 


during wartime, the sugar price 
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went no higher than $6.60 per 100 
pounds. The 1939 price was $4.40, 


he pointed out. 


Predicts Vendor Sales Rise 
More encouraging aspects of the 


industry’s operations were re- 
ported by other convention speak- 
ers. E A. 


the General 


manager of 
Machine 
Chicago, predicted that the 


Terhune, 
Vending 
Corp., 
present annual per capita consump- 
drinks 
doubled 


tion of soft “will be ap- 


proximately during the 


next five to seven years largely 


through the use of vending ma- 
chines.” 
Within five 


forecasted, 


years, he further 
vending machines will 
be placed in many of the three or 
four million locations where soft 
drinks are not now available, and 
will account for between 30 and 50 
per cent of all sales of soda water 
At present, he said, there are 375,- 
000 soft drink vending machines on 
location, selling about one-third of 
a billion bottles a year. 


Wider use of multi-flavor ven- 


ARKANSAS DUO 


dors was also forseen by Mr. Ter- 
hune, “In the future about 90 per 
cent of vending machine sales will 
be through multiple selection ma- 
chines,” he declared. 

He then added: “‘Automatic mer- 
chandising is here to stay, because 
it provides a profit to the bottler 
and a service to the consumer.” 

Other convention 
cluded B. T. Fooks, 
the Grapette Co., 
P. C. Otts, field 
partment, Dr. Pepper Co., Dallas; 


speakers in- 
president of 
Ark. ; 
production de- 


Camden, 


Lawrence B. Burrow, attorney 
from Little Rock; and Dr. Dera D. 
Parkinson, Mississippi State Col- 
lege for Women. 

Case, Hot 


president of 


In the elections, J. C. 
Springs, was named 
the association. Other officers are 
Magnolia, vice- 


Richardson, 


Grady Johnston, 
president, and Tom 
Pine Bluff, treasurer. 
Directors are E. F. Judd, Cam- 
den; Ed Danlee, Jonesboro; I. C. 
Oxner, McGehee; Wm. Bundy, Hot 
Springs, and 
Blytheville. 


Jimmie Sanders, 


Two of the new officers of the Arkansas association—J. C. Case, left. 
president, and Tom Richardson, treasurer. : 








There are plenty of brands of 
Colas, Grapes, Oranges and Root Beers, etc. 


NOTHING ELSE TASTES 
LIKE OR. PEPPER / 





A Dr. Pepper FRANCHISE 

a— 2 means SOLE PROFIT RIGHTS 
\. he to an EXCLUSIVE flavor favorite! 
Opportunities For 


eealit Minded Operators A nothing-like-it taste thrill... a secret blend of 


real fruit flavors that has no substitute; has never 





f 
; tow 3 + Central part © i ti . , 
City A—Metropolitan city cose 650,000. Real been imitated! That's Dr. Pepper, number one soft 
cn al 
ith population @ ‘ ‘ sae Sh tome . ‘ . 
country oa for right franchise. drink choice of millions! A franchise gives you the 
opportu outhwest, center of industrial 


City B—Small cityinS * teonchise territory 75,000. only track to these fans! And big scale advertising 
ra 


ivity; population © —_ rei is 
everett ty industrialized, medium-sized and promotion is signing up more and more loyal 
= y : 350,000 ; ° 
City C Heavi with more than 
. rth Central States, ‘ hise can 
pn heh in franchise area. This franc 
popu 


customers every day. Find out about the profit 
be a sound investment for you: 


possibilities in Dr. Pepper now! 


Contact: Franchise Dept., DR. PEPPER COMPANY, Box 5086N, Dallas 2, Texas 
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Massachusetts Meeting 


Wer sudden passing of Hugh J. 
McMackin, secretary of the Massa- 
Bottlers of 


Beverages for the past 33 years, 


chusetts Carbonated 
virtually on the eve of the 33rd 
annual convention of the associa- 
tion at Boston, March 21, 22 and 
23, cast a pall of sadness over the 
Mr. McMackin, one 
of the nation’s trade leaders, helped 


big gathering 


organize the Massachusetts asso- 
ciation in 1917 and served as its 
secretary since then. He was work- 
ing on the final details of the Bos- 
when he suffered a 
heart attack on March 19. 


In respect to his memory the 


ton meeting 


convention and exhibit was closed 
intil noon on the 22nd and hun- 
ireds of bottlers and supplymen 
attended the solemn high requiem 
mass at St. Ignatius Church, Chest- 
nut Hill, and the 


Evergreen Cenetery, Brighton 


interment in 
Declaring that the Massachus- 
etts association would stand as a 
memorial to the work of Mr. Me- 
Mackin, John E. Me- 
Naughton, who presided over the 


President 
convention sessions, appointed 
Frank T. Vesce, a director, as sec- 
retary pro tem for the duration of 
the meeting. The association, by 
resolution, left the secretary’s post 
unfilled for a period of six months 
as a further token of its respect. 
A eulogy was delivered by one of 
John 


past president and a past 


his oldest friends, Leary, 
A.B.C.B 
president of the Massachusetts as- 
sociation, during the course of the 
banquet 

Otherwise the meeting proceeded 
according to schedule. Seven speak- 
different 
subjects during the course of the 


ers discussed as many 
two business sessions. They includ- 
ed N.B.G.’s managing editor, M. J 
Becker, who pleaded the cause of 
this publication’s current crusade 
for higher wholesale prices for soft 
drinks; 
dent, The Coca-Cola Co., who de- 


and E. J. Forio, vice-presi- 


clared that the presence of pressure 
groups in government and business 
dictates equally effective counter- 


pressure groups for the protection 
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of the beverage industry, and who 
emphasized, as he has in the past, 
the need for independent action on 
the part of bottlers to take care of 
their individual problems 

T. F. Mansfield, past 


of the national association, pointed 


president 
out the vast potentials for addi- 
tional sales which exist, auguring 
an era of prosperity for the soft 
drink industry. The three enemies 
of business, he declared, are hidden 
taxes, socialism and communism, 
and he urged the bottlers, as busi- 
nessmen, to do whatever they could 
to eradicate these evils 

Another speaker was Dr. Julian 
H. Toulouse, chief engineer of the 
Quality and 
ment of Owens-Illinois Glass Com- 


Specification Depart- 
pany, who pointed to economies in 
handling bottles, in a slide illus- 
trated talk. 

E. Robert Anderson, Board Mem- 
ber of A.B.C.B., described several 
national association activities and 
fiercely denied any dominance of 
A.B.C.B. politics by franchise com- 
panies or any other groups 

Gilman P. Welsh, general counsel 
for the Massachusetts group, ana- 
lyzed six measures introduced in 
the legislature this session which 


were considered detrimental to the 


MASSACHUSETTS OFFICERS 


interests of the industry, including 
two bills imposing special discrim- 
inatory taxes on the trade, two 
involving advertising and two on 
vending machines. 

The exhibit, held in Horticultural 
Hall, as were the business sessions, 
was composed of 45 booths main- 
tained by supply, franchise and 
machinery companies. It was open 
for a total of 13%. 


three days, and was well attended 


hours in the 


by the several hundred bottlers who 
Total registration for 
the convention was 650, exclusive 
of 88 ladies. 

In the elections, John E. Mac- 
Naughton, Springfield, was reelect- 
Francis B. Kibbey, 
Worcester, first vice-president; 


registered. 


ed president; 


James Dickson, Lawrence, second 


Hoyt, 
Natick, treasurer; and Malcolm C. 


vice-president; Thomas H. 
Stewart, Needham, financial secre- 
tary. 

Directors chosen in addition to 
the officers included J. F. 
Newburyport; J. C. Shea, Cam- 
bridge; F. T. Vesce, East Boston; 
and J. P. Smart, Springfield. Other 
members of the board are J. F. 
Nerney, Attleboro; O. O. Desma- 
rais, Fall River; A. E. 
Williamstown; B. Kravitz, Rox- 
bury; A. V. Pioppi, Plymouth; E. 
J. Ryan, Springfield; W. S. Leavitt, 
Alston; Ex-officio, W. C. Van 
Keuren and Bert Harless. 


Leary, 


Spenser, 


Seated, left to right: Frank T. Vesce, director: John E. MacNaughton. presi- 
dent: and F. B. Kibbey. first vice-president. Standing: M. C. Stewart. 
financial secretary: James Dickson, second vice-president; and T. H. 


Hoyt. treasurer. 








TASTE APPEAL—It is a tip-top delicious, full-bodied 
blend of fruity flavors . . . truly tops in refreshing drinks. 


EYE APPEAL — It is a sparkling colorful beverage that in- 


vites them to buy. 


SALES APPEAL —Its favorable consumer acceptance 


makes South Seas a year-round profitable seller. 


Quality in Flavor Since 1835 


Inquire about Franchise Rights now 


while some territories are still open. 


I EXTRACT CO.., Inc. 
Bush Terminal Building No. 10 


Brooklyn 32, New York 
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Price for Profits, 
New Yorkers Told 


Urging a price increase, N.B.G.'s Ed- 
itor M. J. Becker is shown address- 
ing the New York convention. At 
right is Bruce Robinson. another 
scheduled speaker. 





a momentous subjects of soft 
drink prices, special taxation, pub- 
lic relations and sales all prime 
factors in the welfare of the soft 
drink 
fully discussed at the 28th annual 
York State 
Bottlers of Carbonated Beverages 
at Buffalo, March 27 and 28 


industry, were freely and 


meeting of the New 


President George Weppner, pre- 
siding at the two business sessions, 
used his annual report to express 
his amazement at the continued ad- 
herence to unsatisfactory prices in 
the face of vastly higher costs and 
the bottlers’ need for fair profits 
to properly finance and conduct 
their businesses 

This topic was fully developed by 
N.B.G.’s 


Becker, who expressed the belief 


managing editor, M. J 


that what the industry does now 
with respect to prices and costs will 
influence the destiny of the trade 
for decades to come. “Bottlers have 
been acting like philanthropists in- 

{ 


stead of like businessmen,” Myr 


pointed out, “even thougt 
the conditions of the past do not 
exist now and will probably never 

be repeated.” 
He called for immediate upward 
ion of wholesale prices, point- 


nut that such a move will have 
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little or no effect on retail prices, 
since these are mainly controlled 
by retailers who “took the bit in 
their teeth” during the war years. 
On the basis of past industry per- 
formance and under the conditions 
which exist today, there is every 
justification for an increase in soft 
drink prices, Mr. Becker declared. 

The price topic also cropped up 
in a talk on public relations by 
William E. Mankin, Public Rela- 
tions Director for Grapette Com- 
pany, Camden, Ark. Mr. Mankin 
took the occasion to remind his 


listeners that the usual and ordinary 


functions of business cannot be per- 
formed unless profits through 
proper pricing are possible. 


Special Taxes Discussed 


What it means, in terms of lost 
sales and expense, to operate under 
the onerous pressure of a special 
tax Was 


vividly described by 


Clarence Stoner, of Harrisburg, 
Pa., past president of the Keystone 
(Pa.) Bottlers’ Association. Calling 
the tax, now in its third year, “a 
back,” Mr. 
organization in the 
State for failure to stave off the 
imposition of the tax. He advised 


stab in the Stoner 


blamed poor 


bottlers to take an active part in 


politics and informed the assem- 


NEW YORK’S OFFICERS 


blage that he is himself campaign- 
ing for a place in the Pennsylvania 
legislature. 

Other speakers included Joseph 
F. Nerney, ABCB executive board 
member from Attleboro, Mass., who 
discussed national association ac- 
tivities, and Bruce Robinson, of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
who spoke on flavor preferences. 

Mr. Robinson’s presentation took 
the form of a recorded interview 
with Fred Benson, advertising and 
marketing executive of Canada Dry 
Ginger Ale, Ine. 


New Officers Named 


In the elections, Homer Davis, 
Troy, N. Y., was elected president ; 
David Rascoff, Brooklyn, N. Y., 1st 
vice-president; L. E. Kitch, Syra- 
cuse, N. Y., 2nd vice-president; 
Charles R. Racey, Albany, N. Y., 
R. Van Schoon- 


hoven, executive secretary. 


treasurer, and J. 


Members of the Board of -Trus- 
Charles P. 
Buffalo; Samuel S. Freeman, Utica; 


tees are: Coleman, 
Talbot O. Freeman, Long Island 
City; Alvin E. Backes, Buffalo; 
John M. Joyce, Jr., New Rochelle; 
D. G. Lester, Saratoga Springs; 
A. Margolis, Brooklyn; A. Hersh, 
Alfred Y. Morgan, 
Brooklyn; James T. Murray, New 
York City; Samuel Rizzari, Roches- 
ter; J. Sharnack, Long Island City; 
Stephen L. Vukelic, Jr., Lacka- 
wanna; Robert Taylor, Albany ; and 


Schenectady ; 


Norman Seversen, Brooklyn. 


Officers chosen were: 2nd v. p., L. F. Kitch: Ist v. p., Dave Rascoff: Homer 
Davis, president. being congratulated by retiring prexy Geo. Weppner: 
Secretary J. R. Van Schoonhoven and Chas. R. Racey. treasurer. 








ye 


B.. 25 my wandering 
ad tonight ? 


HERE are two ways to buy advertising space. 

One is the guesswork-opinion method. The 

caption above is the mournful song of an 
advertiser who is still selecting media the way it was 
done before World War I, when there were no stand- 
ards for the circulations of published media and when 
there was no accepted and approved method of audit- 
ing circulations. In those days, advertisers O.K.’d their 
proofs and sent out their advertising with a prayer that 
some of their sales messages would find their way to 
market. 


The other way to buy space is the factual, know- 
what-you-get-for-your-money method. Today adver- 
tisers can start their investments on a basis of facts by 
selecting media with the help of the information in the 
reports issued by the AUDIT BUREAU OF CIRCU- 
LATIONS. This cooperative and nonprofit association 


of 3300 advertisers, advertising agencies and publishers, 
organized in 1914, has established standards that make 
it possible to evaluate the circulations of published 
media. The A.B.C. maintains a large staff of experienced 


and specially trained circulation auditors who make 
annual audits of the circulations of publisher mem- 
bers. A.B.C. reports give the facts thus obtained. 


Here are some of the audited facts about business 
papers that A.B.C. reports tell the advertiser: 
—how much paid circulation; 
—how much unpaid; 
SEND THE RIGHT MESSAGE —an occupational or business breakdown of subscribers ; 
TO THE RIGHT PEOPLE —where they are located; 
Paid subscriptions and renewals, as —how much subscribers pay; 
defined by A.B.C. standards, indi- —whether or not premaiums are used; 
cate an audience that has responded —how many subscribers are in arrears; 
to a publication’s editorial appeal. —what percentage of subscriptions are renewed. 
With the interests of readers thus , , , , 
identified, it, becomes possible to Those who buy advertising on the basis of this 
reach specialized groups effectively factual information, as given in A.B.C. reports, do not 
with specialized advertising appeals. have to speculate about the distribution of their sales 
messages. They KNOW where and to whom their 
advertising goes. That is why this business paper is a 
member of the AUDIT BUREAU OF CIRCULA- 
TIONS. Ask for a copy of our A.B.C. report and 
then study it. 


National Gottlers' Gazette 


80 Broad Street, New York 4, N. Y. 





A.B.C. REPORTS—FACTS AS THE BASIC MEASURE OF ADVERTISING VALUE 
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EQUIPMENT 
COMPANY 


Hyman "Buck" Buckner, for eighteen years one of the principals 
in the Filter Paper Company, announces the formation of his new 
firm to service the bottling industry. His vast experience and 
knowledge of the bottlers’ problems assures the industry of equip- 
ment and service to meet every requirement. Bernard Buckner 
(Buck's son) is associated with the new firm. 


NEW EQUIPMENT for BOTTLER 
Sterilizer ) = 


The unit for bottling operations. Manufactured of fine 
steel to meet the most exacting needs. 64 case capacity 
per hour; extra set of heavy duty baskets; ASME stand- 
ard specifications; tested and proven. Write for prices 
and further information. 


7élso -- PUMPS © KETTLES 
FILTERS © CONVEYORS 
LIQUID FILLERS 








USED Purchase e Sell e Trade 
BOTTLING We maintain a stock of used bottling equipment on hand and have a 


variety at our disposal. All BUCKNER guaranteed. OR, if you wish to 


EQUIPMENT sell or trade used equipment, we can assist you. Your inquiries will receive 


prompt attention. 





A UNIQUE Our vast experience is available when you wish to sell or 
BROKERAGE purchase a bottling plant. We will be pleased to discuss 
, SERVICE your problem 


EQUIPMENT COMPANY «= materiste and Equipment 


2530 South Wabash Avenue, Chicago 16, Illinois 
Phone: DAnube 6-1344 
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Real or Imitation 


Today the preference is for real fruit drinks. Here 
at Flavorex we have seen the demand and accept- 
ance for our real fruit flavors grow so considerably 
that now they are outselling many other flavors. The 
Flavorex "Know-How" process uses only the finest 
fruits and juices to capture and hold the delicate 
goodness of the original fresh fruit, and gives you 
flavors that produce full bodied, fine tasting real 
fruit beverages. 


REAL FRUIT 
BLACK RASPBERRY 
& BLACK CHERRY 


Step up your volume and profits with these two 
excellent flavors that are growing so popular all over 
the country that they are definitely a must in your 
own line. Black Cherry and Black Raspberry are made 
from fruits and juices. Your trade will love them! 

Write to us for a generous free sample of syrup 
ready to bottle. Better yet, order a trial shipment of 
concentrate now. Crowns are available for both Real 
Fruit Black Cherry and Black Raspberry. 


Also true fruit blackberry, loganberry, straw 
berry and fruit punch 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S$. CENTRAL AVE. BALTIMORE 2, MD. 


economical 
ways fo open 
new sales! 


Scovill’s variety of openers can glorify 
your brand name. Select from a wide 
range of colorful anodized aluminum 
and nickel-plated steel openers. Let- 
tering can be stamped on one or two 
sides with your trademark, and may 
be attractively color-filled at slight 
additional cost. 

Write today for further information 
showing how you can lower your give- 
away costs with Scovill Openers. 
SCOVILL MANUFACTURING 
COMPANY, 58 Mill Street, Water- 
bury 20, Conn. 


This small Standard 
Scovill Opener dis- 
plays your name 
smartly in plain or 
color-filled letters. 
Nickel-plated steel 
or anodized alumi- 
num assures long 
life. 


The ‘‘Over 'n 
Under”’ is the best 
functional opener 
we know of... . one 
motion either up or 
down removes the 
cap. Plain or color- 
filled letters; alumi- 
num or nickel-plated 
steel. 


This new Economy 
Wall-Type Opener 
sells your brand in 
poster-style when 
attached to a wall, 
or doubles asa 
handy hand opener. 
Heavy nickel-plated 
steel. 


This ‘““3-Nib Over 
*n Under” Scovill 
Wire Opener gives 
your brand double 
mention at lowest 
cost. Heavy gauge 
steel wire with cop- 
per flash or nickel 
finish. Also avail- 
able with 2-nibs. 


The new Bantam 
Scovill Opener is the 
most inexpensive 
sales producer of its 
type. Curved for 
convenient grip, 
greatest strength. 
Lightweight nickel- 
plated sheet steel. 
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Model OC 510-E 


Model P 510-E [= 









Model M 510-E =" = ’ r 
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Sp orange 
—_ Crus, Crush 
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Feloo Salesman 


TO WORK FOR YOU...! 


PELCO sanitary, dry-type electric ; 
beverage coolers are gleaming . 
super-salesmen! Put them to md 
work for you to boost your 

beverage consumption. De- 2 ‘ 

pendable, fast-chilling PELCO I: RRL 

coolers are available NOW in - 

authentic franchised colors. ELECTRIC BEVERAGE COOLERS 





Manufactured by G Leading Pioneer 
in the Refrigeration Industry 





Model N 510-E 





———t . Medel $6 510-£ 











Sanitary, Wel If Ye, Electric | 
BEVERAGE C OLERS 


7 
3 


Stainless steel lift lid hy 








Tank dimensions Stainless steel 


Length 38 seam welded tank 

Width 22 

Depth 15 Rubber lid gasket 
7 assures tight seal 









PELCO Model 510-E 


a. 
3 | 
Compartment dividers 
7 
36 cu. ft. capacity; are sGnitary dry-type 
chills 6 cases standing plate evaporators 


or 10 cases corded 









bottles 
Dutside dimensions 
ength 43 < 
Width 27 / y 
Height 36 “4 
& nid 
1/5 H. P. hermetic unit 
t Ready to plug in. 
a Wy 


Efficient insulation, 
2'A"' Fiberglas in : 
sides; 3° Fiberglas 
on bottom : 





( Af ‘ , i. 
~ ) 7 eS amas 
| aaa 
. J Dupont Dulux baked eee ‘: 
finish. Zinc-coated and a ae 
/ Bonderized steel Bp nti? MODEL 5] O-E \aP- “1 


is 4 
p | wv Heavy angle iron base. 
i 
y, t Cross braced. 


Electrically welded 


=f 

y 

’ 
f Adjustable cold control 
1 Fe ee to meet your cooling 
ot needs 
A 


pproximate weight 
Crated.....330 Ibs 
. 270 Ibs. 





steel cabinet 





Uncrated 


if 
° 
PRODUCTS OF 
PELCO Model 530-E 
g ' 

© Huge capacity 7 ft. cooler over condensing unit, each 14 four EFRIGERATION DIVISION 

other compartments, each 28° dee 
@ Bolle’ copacity: 42: cases 7 o2 P p PORTABLE ELEVATOR MANUFACTURING CO. 
bottles. 30 cases 12 oz. bottles * Approximate weight: Crated 630 BLOOMINGTON 6, ILLINOIS 

bs. Uncroted 560 Ibs 
*® Outside dimensions: Length 84 56 
Width 27 Height 36 * Approximate capacity, 23 cu. ft 
© Tank dimensions: Length 78% °« Y H. P. hermetically sealed con- 
Width 22 Depth, two compartments densing unit: Ready to plug in Form No. P12—75M—1/50 Printed in U.S.A 





Analyze Your Business 





Each Month 





2. RING the past six months, we 


have been conducting a field survey 
on business analysis, in which we 
polled 87 bottlers regarding the an- 
alysis of their operating figures and 


this is what we found: 


17 prepared operating 
statements quarterly 20% 

23 prepared operating 
statements semi-annually 26 
prepared operating 
statements annually 46 


prepared operating 
statements monthly 


87 bottlers polled 100%, 

Only & per cent are reviewing 
their figures monthly. The re 
mainder are playing with dynamite 
Investigation further disclosed that 
only 9 bottlers, or about 10 per cent, 
analyze their statements properly 
after they get them and more than 
60 per cent lack the recording facili 
ties to do a good job aiter they get 
the figures 

In this period of transition from 
a seller’s to a buyer’s market, the 
hottler should go into a huddle with 
his busine monthly. To 
make a 


should follow this routine 


figures 


dependable analysis, he 


Separate Statements 
First, prepare a separate profit 


nd | statement for each line or 


and loss 
flavor sold. This is called depart 
mentalization. Too many bottlers are 
satisfied with a « omposite statement 
for the business as a whole. This 


prevents 


| them from determining 


which lines or flavors are most prof 


itable or unprofitable 
Some bottlers think that the best 


way tney Cal 


1 increase volume is to 
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add new flavors. They may increase 
volume this way, but unless they 
keep their costs under adequate 
control, they may cut their profit. 


For this reason, they should pro- 
rate the overhead to the different 
lines or flavors sold and in this way 
arrive at the departniental profit. 
The next step is to compare the 
production costing records with the 
operating figures on the financial 
accounts to see if there’s a discrep- 
ancy. If the variance is small, let it 
go at that because it is almost im 
possible to make the production re- 
ports balance with the financial ac- 


counts month by month. The cost of 


labor, materials and overhead will 








These are the outstanding 
features of Hanovia 
Steritron: 

Completely automatic 
Stainless steel throughout 
Separate control unit 


Manual wiper device for inter- 
nal cleaning 


100% moisture resistant oil im- 
mersed transformer and controls 


Designed for wall mounting as a 
single unit or in multiples 


For further information write today 


Dept. NBG-« 








Sterilizes Water Without Chlorination 


Superior to Common Methods Now In Use 
In Many Applications 


Hanovia Steritron Employs an ultraviolet source of high intensity. 
It offers a rapid method of sterilization for water. 


HANOVIA Chemical & Manufacturing Co. 


Newark 5, N. J. 


























vary more or less for different rea- 
sons and you will spend more time 
trying to check back for minor vari 
ances than it is worth 

However, if the variance is large 
there is something fundamentally 

rong that may cause losses later, 
and so, it is necessary to make a 
close check of all production reports 
to find out why they vary so much 
from the financial accounts. For 
example, if the labor payroll was 
$2,400 in one month and the produc 


tion summary for that month 


showed that you charged only $2,100 
labor against the runs, this would 
explain a loss of $300 on the finan 
cial accounts. You didn’t make pro 
ductive all the labor you paid for, 
too much of it was wasted in one 
way or another, and unless you lo 
cate such discrepancies every mot th 
you may lose plenty. The cost of 
materials as shown on the financial 
statement may also be out of line 
with the cost of materials shown on 
the production records, indicating 


leaking 


syrup lines inaccurate 





FULLY AUTOMATIC 


] | 
-- 
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The modern Selective Vender in 
both appearance and operation 


PROVED ... TESTED 


only $335 


neta 





—— FIRST and ONLY — 


BOTTLE VENDER ON THE MARKET 


Out-sells . .. Out-performs obsolete selective bottle 
venders with lids to lift and handles to manipulate! 


VENDING MACHINE CORPORATION 


MULTI-SELECTIVE 


“le 
Selecto 


Model 
Patents 


Pending 


@ Modern Upright Cabinet 
(Less than 4 sq. ft. floor space) 


@ Startling Simplicity 
featuring 


“FINGER-TIP CONTROL" 


I—To select flavor... 


Press only one push button. 


2—For bottle delivery ... 
Just insert coin. 


* Up to 5 cases total capacity 
* As many as 23 different flav 


* Vends various sizes of bottles 


without adjustments 


549 W. Washington Blvd. 
Chicago 4, Illinois 








throw because of inefficient equip- 
ment; bad supervision of equip- 
ment, or loss of materials through 
theft or 


checked monthly, the bottler may 


faulty handling. Unless 
find himself with a big shortage on 
inventory when he takes the actual 
count and this will make a big cut 


in his profit 
Take Inventory Quarierly 


Production reports filled in daily 
for each run and = summarized 
monthly for each flavor or line will 
give you a pretty good idea of the 
materials used and a comparison 
with the stock control records or a 
physical count of the inventory will 
disclose discrepancies. Bottlers 
should try to take an inventory, at 
least quarterly from now on. The 
annual inventory is as dead as the 
Dodo. Where the stock of raw mate- 

and finished goods is limited, 
the bottler can take’ inventory 
monthly without without much i: 
convenience and with the assurance 
that his operating figures show true 
profit. No matter how carefully you 
record inventory in the books, even 
if you use stock control cards to 
check on the units on hand for each 
item, you may have variances. The 
physical count is the only accurate 
Inventors 

The overhead expense for the 
month as it appears on the financial 


should 


aggregate charges for overhead on 


iccounts approximate the 
the production reports. The burdet 
isually charged to each run on 
basis of the labor hours. If the 
variance is sizable, you're not charg 
against 


ip enough overhead 


production and your cost per cast 
figure is therefore too low, which 
may cause you to fix selling prices 
too low. This is often the reason 
why bottlers short-price their bey 
erages. The cost per case figure that 
they get from their production re 
enough fo 


ports does not allow 


overhead expense. The best way to 
prevent this is to check the produc 
tion reports against the financial 
iccounts monthly. The financial ac 
counts show income and outgo, ex 
what vou took in and what you 

the month or prio 
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months, but the figures are so ar- 
ranged that they are useless for 
costing purposes, to arrive at the 
cost per run, the cost per case or 
the cost per flavor or line. For this 
work you need special production 
reports. However, unless you com- 
pare the cost figures with the finan 
cial accounts monthly, you cannot 


This 


comparative analysis is a necessary 


attain maximum cost control 


counter-check, the financial accounts 


against the production costing sys 
tem, in order to assure the accuracy 
of the 

Now 
tion reports, the 
for the 


figures 

suppose that your produc 
agvregate figures 
month and your financial 
accounts for the same month check 
fairly well, but you do not show 
satisfactory profit. The best way to 
get light on this enigma is to com 
pare the operating ratios of the cur 
rent month with those of prior 
months and the same month in prion 
vears. If they differ, find out why 


If the overhead expense ratio 1s 


higher, compare item for item in 
the different periods under analysis 
The increase may be justified, you 
may have invested more in adver 
tising and this has increased the 
burden. If the net is not satisfac 
tory, check up on your copy. It may 
be badly written or you may be 
pushing the wrong flavors. You may 
have invested in new trucks and 
new equipment, which has increased 
the depreciation charge and_ the 
overhead ratio to sales. If this cuts 
down your net below that of a prior 
period, you are not promoting the 
When a bottle 


should 


“new look” properly 
expands or modernizes, he 
f 


earn more profit because the oper 


cost of new 


equipment 


Watch Your Buying 


vour cost of materials has in 
creased, vou are not buyil y right 
or you are not charging enough for 
your wares. You may have quit dis 
ing your bills, which adds up 
al sum annually 

} irchases If a 
shows that the stock 


rt of its book value. 


inventory In one 
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or another because of defective 
practices and this will increase the 
cost of materials used during a 
period and create a variance be- 
tween the financial accounts and the 
production reports. However, unless 
you keep stock control records, it 
may be hard to trace such variances. 

We find that one reason why the 
operating figures of bottlers fluctu- 
ate from month to month is their 
practice of charging up all outlay 


is is disbursed when some of it 


should be pro-rated. For example, 


a bottler may pay mortgage inter 
est, due every 6 months, $250 in 
March, and charge March expenses 
with this sum when it should be 
allocated equitably over the 6-month 
with insurance, 


period. Likew ise, 


property taxes and depreciation 


Sometimes these charges when 
loaded in one month can “kite” that 
month’s overhead $1,000 or more, 
and obviously, the net will show be 


low expectations and not check out 


For Fast Sales and Sure Profits! 


Basic Chocolate Flavor 


Ouly 17’*.., case” 


THE Leader in 
Chocolate Drinks 


for over 25 Years 


CHOCOLATE P 


23: S447: Coty FR 8% 


A LIBERAL ADVERTISING ALLOW- 
ANCE included in this low basic 
chocolate flavor cost of 17'c 
per case, to help you take 
advantage of the demand 

for this popular, nation 

ally known choco- 


late beverage 


* Not Including 
Sugor and 
Milk 


Write, Wire 

or Phone today! 
Exclusive Franchise 
im your territory may 
still be available! 


RODUCTS CO. 


CHICAGO 10 PLLINOTUS 





against the production reports. Pro- 
& T o es C t ti | rate all expenses within reason. You 

0 n a m | n 4 | 0 ni + can carry this too far by pro-rating 
the cost of coal and stationery used 


FITTI N GS -VA LVES over the year, but the sizable items, 
as mentioned, should be pro-rated 
eee Use PUMPS-TUBING to assure competent analysis 


Too many bottlers think that 


a nd SPECI A LTIES business analysis consists of looking 


at the net profit or sales figure and 
a a ° . . 
Let Tri-Clover corrosion specialists rec- scanning overhead items for sizable 
ommend the right type of fittings, valves, | 


“pes 2 j » 2 31) . 
filters, pumps and tubing to meet your spe increases—nothing else. Business 





cifie requirements . . . at lower over-all cost analysis is most valuable as a guide 
to you. 





for the improvement of operating 
practices over the following period 

SANITARY FITTINGS . . . available in a complete You check back but you think ahead 
line of Stainless Steel and Tri-Alloy types, from |" 
thru 4" O.D., to meet all sanitary code requirements. 
Many exclusive items and manufacturers specialties ful. Usually budgets are prepared 
incorporating patented design and mechanical fea- 
tures. (New reduced prices now in effect.) 


In this connection, a budget is help 


for a forthcoming year, but you 
can do as good a job, if not a better 
FLANGED TYPE Conical End FITTINGS. .. Benth erliestendactine tedintoven 
fabricated from stainless steel type 316 for } up a planned program of operation 
use with light gauge tubing having outside 
diameters from |" thru 4". Easily assembled f r 
with lightweight; high strength couplings (as ing your estimated operating fig 
shown), which provide an extremely compact, 
flush, leak-tight union for working pressures 5 
up to 250 psi. Complete line of ells, tees and a sales figure that is most profit- 
crosses, adapters, etc. 


at the beginning of the month, bas- 
ures on your costs after analysis 


able and attainable under the con- 
ditions existing. We do not suggest 


Recessed-End FITTINGS ... a new, complete line } an intricate tabulation, but we do 
of ells, tees, crosses, etc., for soldering, brazing or 
socket welding . . . provides fast, low cost line in- : 
stallation—available in stainless steel types 304-31 6- if he has some goal to work to in 
347, in sizes from ¥4" thru 10", O.D., Pickled or Pol- 
ished finishes. 


know that a bottler will profit more 


stead of operating in the blind. 


Mind Your Business 


In our talks with bottlers, we find 

SCREWED FITTINGS . . . complete range of fit- 
ting and valve types, in Stainless Steel type 304-347- 
316. Clean-cut, accurate threads match standard today on the state of the union when 
1.P.S. piping. 


that too many focus their attention 


appraising business conditions and 
too few look at their own business 
statements to decide how good busi 
ness is. The national figures may 
TRI-CLOVER —" PUMP HEADQUARTERS" for all 

centrifugal pump needs, offering a complete line of ¢ 

sanitary, brine and water types in a wide range of fact, it has been our experience that 

sizes and capacities, for clear and heavy liquids and 

semi-solids. Available in Iron, Brass, Nickel and 

U Stainless Steel. hard when our economy takes a 

i | U-turn often earn more profit than 


they did when they took things 


not apply to their business at all; in 


those businessmen who hit the line 


easier because sales fell into their 

Follow the example of users like Coca-Cola, Pepsi-Cola, Canada Dry, Dr ta 
Pepper, Vernor, Seven-Up ... use TRI-CLOVER products for guaranteed lap. This is because many of their 
satisfaction. Send sketches of your layouts for our recommendations, Call or lap 
write for full details 

Because there is much talk 
anent a depression, recession, defla 


tion, inflation and a period of ad 





justment at this time, the bottler 


EXPORT must guard against this tendency to 
DIVISION supplant the state of the union for 
8 South 
/ x ee Michigan 
‘ ‘ Avenue ures. He should start now to make 
TRIALLOY AND sTaiNcEss sTeet ) TRI-CLOVER / Faseicareo staincess STEEK = Chicavo 3 
SANITARY FITTINGS. VALVES INDUSTRIAL FITTINGS ANO en monthly business analysis a perma 
PUMPS, TUBING, SPECIALTIES INDUSTRIAL PUMPS “ea : t 
THE Complete LINE nent part of his operating routine 


the state of his own operating fig 
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. ... LET'S BE PARTNERS! 


Are you now selling franchised drinks. . . 1. A most substantial margin of profit. 
and interested in the solid advantages of 
plus sales without extra overhead . . . offered 
by a ginger ale and sparkling water? Then 
White Rock offers you a once-in-a-life- 
time franchise opportunity —down-to- 4. Scientific quality control. 


earth help in your territory: 5. A world-renowned trademark. 


2. Strong advertising backing. 


3. The finest name in soft drinks, with 
established consumer recognition. 


Qualified principals are cordially urged to phone or wire Alfred Y. Morgan, 
Vice President and General Manager, White Rock Corporation, 
One Park Avenue, New York City. Telephone Murray Hill 4-3210 


. White Rock 


g fae Sparkling Water: Pale Dry Ginger Ale 
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Did N.B.G. Miss the Boat? 


lo the Editor 

Re your Paul Revere editorial in the January 
issue: 

We just wonder what that patriot would think of 
your having compared your editorial with his good 
deed when he would very well remember having 
sounded his warning in plenty of time. You missed 
the boat by several years, and it seems to us that 
the day you should have taken a firm stand for youn 
readers, who, incidentally, provide your bread and 
butter, was June 30th 1946—the day OPA expired 

It was then that we raised both prices and de 

sit and we have held most of them in spite of 

tactics of much of the competition. We led the 
fight locally and held the umbrella all these vears 
\nd did we have the support of NBG and the othe) 
trade journals and ABCB during those earlier 
22? We did not! Why the change of heart at 
a date? 

were asked to nominate the Paul Revere 
industry, Johnie Sousa of Oakland would 
te, and espe ially for his Spokane talk of 
avo. Did the trade journals print his remark 
Not one that we have noticed! Why? We 
opy of the full text, and when comparing it 
vith a journal not NBG), it was interesting to 
note how certain punch paragraphs had been deleted 
The editors may have had their other eye on the 
list of advertisers. When the deletion was called to 

their attention, “lack of space’ was pleaded 

Bottlers have a right to look to the trade journ: 

also to the associations for unbiased and 
ind frank recommendations for the ber 
industry as a whole If these agencies are 
washy, or of the “too little, too late” variety 


we bottlers are to remain subscribers o1 


CHAS. G. TWOHY 





tor’ Reply We do not question tne 
'wohv's convictions, but we believe 

ion of the facts involved will pro 
criticisms to be without foundation 

Mr. Twohy v that we “missed the 
vears” 1 says V should have 
prices When OPA expired in 1946, We 


September 1946 editorial we said 


n every department of their business? It 


seems obvious that they cannot 


And in October, 1946 we declared: 


“We pred cted in our editorial last month 
ce structure of the soft drink 
due for a change The time 
come much sooner than we 
for the time is now! It 

appears uf i century old Se price 
hottled soft destined to get a 


ng around fo me to core 


With respect to more recent price developments 
it is worth noting that many parent companies, 
which today are clamoring for a price increase and 


becrying the leadership in the beverage industry, 


were among those which at that time insisted that 


Wholesale prices should be maintained so that there 
would be no disturbance of the 5c price 
Of course, opinions and attitudes should change 


situations develop. As we see it, the change 


tude on the nickel price, and on wholesale 
| 


price, was a natural and logical one, and no one 
is deserving of undue censure 

A word about deposits. From January through 

May of 1946, NBG conducted an editorial campaign 

bottlers of the I S. to increase their 

ach of those five issues, a minimum of 

a month was devoted to this single sub 

lrom every possible angle. We even 

investigated the legal of it through OPA and 


were successful in digging up a well-hidden para 


ject, exploring it 


graph which iv 1 yave us every right legally 
to ust oO leposi An NBG editor later 
presented lings of this campaign to the ABCB 
executive oOard \BCB subsequently agreed that 
bottlers should vet ade quate ce posits for their goods 
As to John Sousa, we certainly share the trade’s 
him. Although we have not always 
jinions, we certainly believe he 
them. His Spokane talk in its 
lished in our April, 1949 issue 
*“Let’s Wake Up”! 

vithout reservation, that bottlers have 

look to their trade associations an 

unbiased, unselfish and frank 

for the benefit of the industry 

B.G., for one, has always given them 
ozens of NBG editorials and articles since 
1946 have discussed the subjects of prices, 
frankness and without bias 
ast two years NBG editors 
sed numerous bottlers’ groups, urging 
itable pricing, and 
montt NBG’s Managing Editor M. J 
spoke or the need tor corrective price ac 


Massachusetts and New York bottlers’ 


adequate deposit levels 


ns, While Sta 2dit J. E. Stevens did the 
the West Virginia And this montl 
follow through at t Minnesota, Nortl 
uuth Dakota conventions 
issed the boat, as Mr. Twohy cor 


nlv isn’t because we haven beer 
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It's Our Pleasure, Too 
To the Editor: 


We appreciate very much your representatives, 
Mr. Bert Dale and Mr. Frank “Happy” McKeown 
attending our State Convention last month 

They added much to our meeting and went out of 
their way to make friends and increase the success 
of our meeting. We realize that this is a service and 
expense on your part, and in behalf of the Alabam 
Bottlers Association, I thank you very much 

JAMES C. LEE, JR., Secretary 


Alabama Bottlers Ass’n 


Our “Dutch Uncle” Editorial 
he Editor 

I have been a regular reader of “National Bot 

tlers’ Gazette” for over 14 years, and I’ve always 

looked forward to receiving the latest issue because 

you always seem to. produce some stimulating, 

thought-provoking articles. Your editorials some 

times sound like a “Dutch Uncle,” but such common 

sense and straight-from-the-shoulder opinions and 

lations are what the industry needs, in 

They ring true—you let the chips fall 

nay, but in the best interests of the 
Industry 

THOMAS D’ADDARIO, 
New York City 


est I Have Seen... ” 


February, 1950 “National 
he best one I have seen in 


any other magazine. Keep up 


HARRY SQUIRES, President, 
The Newgate Ginger Ale Co., Ine., 
Thomp or ¢.< ni 


N. C. Bottler Says Price Raise 
“Much Needed” 
itor 
commend you on the articles, “The Price 
’“Parent Company Views on Prices,” “Price 
om Key Cities,” and “Horse and Buggy 
ppearing in your issue of March, 1950 
pleasing to see the staff of vour outstand 
ne come out so ) DiV in favor of a 
ed price mncrease 
1 be very interesting if vou would make 
» determine, from ; of different 
to Vv hy Ca ta do not wist 
results in 
il are as trank 
March isue in 


i will create a 


BERT LYMAN, 
won Bottling Ce 
Ashe le, Ni 
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SERVICE PROVEN 
TRUCK BODIES 


These custom-built bodies have 
proven their merit among bottlers 
throughout the nation. 


PUT THEM TO WORK FOR YOU!! 


ale for Complete Data. 


aT ——— Gteot mo MOlO# TRUCE SOONS AND FRA! ies 





WEST PENNWAY AT SUMMIT STREET 
KANSAS CITY 8, MISSOURI 





COST 
SAVING 
PACKING | 
IN 
P veg ale), | 


FAST, SAFE LOADING IN WOOD 


Equally suitable in wooden boxes 


~< 


or cartons, American partitions make 
for faster, safer packing. 








2 Ea, 
5 ba L buy 


BOTTLERS’ 
BOXES 


REG. U.S. PAT. OFF. 


Lemon:Lime 
Soda 








SUMMER SALES 7 


OF COURSE ne vas 


“The year around seller 


with A 
wot GROW 


B-1 BEVERAGE COMPANY rchase of these new stainless steel tanks. 
4000 LINDELL BLVD ORDERS FILLED WITHIN 3 WEEKS 

“ } 1804 East 40th Street 

SAINT LOUIS 8, MISSOURI Priesand Bros., ImC. “tev: om 
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The Impact of Package Design 


HA I ask you this question: all 


things being equal between two 
competitive packages in price, qual- 
ity, suitability and convenience, 
wouldn’t you be inclined to choose 
the one with greater eye appeal or 
attractiveness ? 

Let us 


imagine the bottler is 


proud of the quality of his fine 
product and wishes to fix this in 
the consumer’s mind. What better 


way to accomplish this than to give 


the package that “quality” appear- 
ance? In that case, what is implied 
(rather than said) is more convinc- 
ing by its imaginative suggestion. 
A lady doesn’t need to brag that 
she’s a lady! 

When a new package is designed, 
or an old one restyled, the designer 
better. 
Such added improvements usually 


seeks to create something 


result in boosting sales. Alert man- 


ufacturers have been quick to seize 





THOMAS D’'ADDARIO 





ABOUT THE AUTHOR 


A graduate of Pratt Institute, N. Y., 
Thomas D’Addario later taught De- 
signing and Layout there for about 
5 years. He has been specializing in 
Package Design for over 15 years. 
His design of the Hoffman Club Soda 
bottle won the Wolf Trophy, highest 
packaging design honor in the U. S. 
He has received other top awards for 
design excellence in All-America and 
American Management Association 
competitions and has designed over 
10 patented bottles for the beverage 
industry, all of which have been suc- 
cessfully sold. 








April, 1950 


this new merchandising aid to help 
increase and expand their markets. 

It took boldness and faith on their 
part, to take a_ well-established 
package and agree to give it a “new 
look.” In many cases the redesigned 
package was so entirely new as to 
bear little or no resemblance to the 
old. Such radical changes called for 
vision. Many a firm with a family 
of packages chose to proceed cau- 
tiously, to test the effect of the new 
package on their customers. After 
it had proven itself, the complete 
line of packages would then be re- 
styled. These cases were multiplied 
nation as 


across the packaging 


grew. The magnetic appeal of good 
packaging brought new life to many 
manufacturers. In increasing num- 
bers they sought its help. 

Today every 


progressive manu- 


facturer, whose product is pack- 


aged, is aware of the value of at- 
tractive packages. Indeed, so con- 


scious have they become of this, 


that even a manufacturer of rat 
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Where the Clyde washes Glasgow 
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va Ly the British Commonwealth, 
manufacturer of hundreds of articles 
sold ’round the world. Bustling, busy 
city. But not too busy to enjoy 
the pause that refreshes with 
ice-cold Coca-Cola. In Glasgow, as in 
every industrial center, 
they know you work better when 


you work refreshed. 
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poison was moved to write and ask 
us to redesign his packages! 

Let us remember, however, that 
mere change does not bring results. 
It’s improvement that counts. This 
may be attained in various ways 
a better color scheme, better layout 
and more distinctive appearance or 
individuality, real appetite appeal, 
etc. In short, a package geared for 
greater consumer needs and accept- 
ance, 

Appearance plays an important 
role in our judgment of people, 
things, products as well as pack- 
ages. Let me just mention two ex- 
amples from our files. (1) A cer- 
tain Club Soda was originally pack- 
aged in a green bottle, with dull 
grey labels. It was redesigned in a 
flint bottle whose carefully designed 
ridges, together with aluminum foil 
labels, created a sparkling ensem- 
ble. Sales went up. Yet it was the 
same product, only the package was 
changed 2 When a new beer 
package was placed on the market, 
consumers commented that the beer 
was “tastier,” “creamier,” “better,” 
etc. But it was the same old beer 
whose labels had been Im} roved in 
design, color scheme, and greater 
appetite appeal. Greater acceptance 
brought more business to this man 


ufacturer 


Some business men advertise and 


promote products forcefully but 
seem to neglect the appearance of 
their packages, that all too often 
sell, not because but in spite of, 
such packaging 

We expect redesign jobs to offer 
improvements and they 


filled this 


have ful 
function admirably in 
countless cases. Perhaps some bev- 
erage companies need to be remind 
ed of this fact 
packaged, 


} 


beat. Your package represents your 


a good product, well 


is a combination hard to 


company and is your salesman. A 
good salesman costs money, but he 
brings results. Also, think over this 
observation by Oliver M. Gale, assé 
ciate director of public relations for 
Procter & Gamble: “A good pack 
age is the cornerstone of successful 


ing and sales promotion.” 


ve packages should be re- 
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designed every so often, to keep 
them up-to-date and ahead of com- 
Keep 


and watch out for backward moves. 


petition. stepping forward 

As for television, a good pack- 
age can be “touched up,” just as 
actors use make-up, for effective 
reproduction. But this need not be 
a permanent make-up that must be 
worn glaringly in the home and 
store. 

A package design can be made 
strong for super-market display and 


for television without sacrificing 
good taste and effectiveness. 

I like the way a designer ex- 
pressed his opinion § regarding 
packages that shriek: “There are 
two ways to attract attention. You 
can club a man over the head and 
yell, “Hey, I wanna talk to ya!” 
Or you can touch him gently on the 


“May I 


shoulder and say: have 
your attention, please? 
Which appeal do you think is 


better ? 








HEADQUARTERS for 
Compact, Inexpensive Bottling Equipment 
For Still Drinks!... 


... for simplicity of design .. . for trouble-free 


performance . . . for sound value .. . for handsome 


Compare! 


for bottling fruit drinks, chocolate and other non- 


carbonated beverages. 


Illustrated above is the MS 10 tube filler, complete 
with MS engineered conveyor, polished stainless 
steel base. Capacity 120 cases per hour. Available 


in a variety of sizes and capacities. 


write to... 


MACHINERY SERVICE COMPANY 


633 E. Main Street 


appearance ... and you'll choose MS Equipment 


Louisville, Kentucky 











(et in the KIST MCLUTCS 


for Profits ! 


for KIST business-building facts, write 


CITRUS PRODUCTS COMPANY 
11 East Hubbard St., Chicago 11, Illinois 
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Salesmen watch carefully as salesmanager W. Frank Ingram =e 
(second from right) projects color photo of the “Mystery” a 4 . 
prospects for whom $5 bonuses will be given...if sold. 


> 


Securing New Accounts 
Is No Mystery @ @ gw when a mystery sales contest 





Is this it? Looking at a prospect's 
place of business, salesman L. M. 
(“Bill”) Deese tries to recall if it was 
one of the pictures shown in the sec- 
ond Mystery Contest. Actually, it is, 
for the picture at the right represents 
portion of building at which sales- 
man is looking. Photos actually used 
in contest were on color film, pro- 
jected on wall for 30 seconds at sales 
meeting, and then put away till con- 
test end. 
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is used to spur enthusiasm. 
Here’s a case study which offers proof 
of the value of sales contests. 


Doxe with a salesman one day 
recently, Richard H. Brown, man 
ager of Cheerwine Bottling Co., 
Charlotte, N. C., remarked that he’d 
gladly pay the salesman $25 for 
getting a new account 

“What account?” responded the 
salesman instantly. 

“Oh,” said Brown — solemnly, 
“that’s for me to know, and you to 
guess at!” 

And from this chance conversa 
tion developed the Mystery Con 
test—a new “angle” that excited 
every one of Cheerwine’s six sales- 
men 

srown selected a prospect at ran 
dom on each of the six routes, wrote 
each name on a piece of paper, and 
sealed it in an envelope. At the next 
sales meeting, it was announced 
that the contest would run for one 
month. At the end of the month, 
the envelopes would be opened. Each 
man who had sold the prospect se- 
lected on his route would receive 


a prize of $25 
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“Make the prize big enough,” ten per salesman! The total for the were not buying Cheerwine, Pal, 
ounsels Brown, “and the salesmen entire contest was well over one NuGrape or Sun Crest, the com- 
will work for it! The $25 bonus hundred new accounts.” pany’s four products. Each picture, 
was tempting to our men—tempting By pure mischance, however, it however, was so taken that it 
enough to overcome their natural became apparent that none of the showed no direct identification. 
reluctance in making new solicita- salesmen had happened to sell the Parts of the buildings were miss- 
tions. It was a magnet that pulled particular selected account so ing, name signs didn’t show. 
them through the doors of stops Brown prepared a second ‘Mystery Armed with the 24 color trans- 

“At any rate, in the first en- first one ended. Brown announced the second Mys- 
thusiastic week, we added 56 new For this, he took color photo- tery Contest. These were the new 


they hadn’t been making Contest” to be announced as the parencies—four for each route 


customers—an average of almost graphs of a number of outlets that accounts he’ wanted in the next 
month, and each one gotten would 
pay the salesman a $5 bonus, with 
an additional $5 to each man who 
IN ROOT BEER landed all four on his route. 
Each picture was projected on a 
wall of the meeting room for 30 
seconds while salesmen studied it 
and decided where it was located. 
As this article was written, the con- 
test had not been completed—but 
each salesman already had several 
winners 
With the previous month's inten- 
sive experience in getting new ac- 
counts, Brown found his salesmen 
had gained a great deal of confi- 
dence in their ability to sell. Actual- 


Just taste GOODY ROOT BEER ly there was no resentment that no- 


’ boc é oO » fi ‘Ss ( est, ‘or 
end quick as a wink, you il iv had won the first contest, for 
see why GOODY is tops in flavor — taste 


will tell. 


the increased earnings of each man 

from the new accounts added con- 

siderably to his weekly pay 

It's the matchless flavor of GOODY “IT think,” says Brown, “that the 
‘ ] biggest difficulty the smaller bottler 

ROOT BEER . . . plus its eye-appealing eee ee re 

package, and the GOODY name test is in getting over the hump of 


... that piles up profits for you! > his 


has in running a new-account con- 


salesmen’s fear! And with us, 
; P ~ ~ a dramatic angle and a worthwhile 
How good is GOODY? Here's Svinpsenbereghotker at: nici 
; : prize succeeded in accomplishing 

how to find out. Send right 


away, today, for three 


just that.” 


Td The salesmen are making side 
«4 
: bets with the manager as to what 


GOODY ROOT BEER. ‘ they will accomplish—and _ psychol- 
Chill, then compare with \ ogist Brown is taking all bets! 


12-ounce bottles of 


any other leading brand. I'ypical of this activity is one sales- 


' man’s wager of $5 that he would 
Then II 
_ on ss ~ aa average one new account a day tor 
. . « 9 out of 10 choose the next 30 days—and he did just 
GOODY ROOT BEER! that 


For confidence in his own ability 
FRANCHISE NOW AVAILABLE 
WRITE FOR DETAILS 


to sell is the finest attribute a sales- 
man can have, and that is exactly 


what has been created among 


The GOODY Company ~- 318 Seventh Ave. No., Minneapolis 1, Minn, =» *"* firm's salesmen through these 


intriguing and resultful Mystery 


West Coast Representative, Cole and DeGraf, 417 Market Street, San Francisco 5, California Contests 
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BRAND NEW ‘ 
"5 WIDE” 


oe 
’ MORE CASES J 
The New HERMAN 5-case wide Bottlers’ - ON SAME 
Body is now available. 10, 11 and 12 cases long VAS 


(4 and 5 cases high). 


It’s another first by HERMAN — the biggest name in- 
bottlers’ bodies . . . another big improvement in body 
construction. It offers more pay-load capacity on the 


CHASSIS 


same size chassis. This means your driver salesmen 
can SELL MORE beverages each trip . . . make more 
money for you. 


Added to the other HERMAN advantages of All-Steel 
. . . All-Welded construction . . . Industry Designed 
Styling ... and Streamlined Beauty it makes HERMAN 


: GET THE FACTS! FILL IN 
the best buy in Bottlers’ Bodies . . . by far! 


AND MAIL COUPON FOR 
BUY THE BEST FROM THE LARGEST BODY BUILDER DETAILED DESCRIPTION. 














Please send me literature on the new — 
HERMAN Bottler’s Body 














Name and Title 





| Hey Firm 
HERMAN :feo) >) 4 co. Address =U 
4400 CLAYTON AVE. + ST. LOUIS 10, MO. yaaa Zone ___State 
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Aaue you heard the News 7 


CLOVERDALE 
CHOCOLATE 


* A Real Chocolate! tlh | 
The Hygeia— Bowden Single 
* No Special Equipment! Se  —— Valve Water Filter is a rapid 


flow type and removes sus- 

ege . 3 pended matter, turbidity, 

* No Sterilization! ones | chlorine, iron, taste, odor 
<a) and discoloration. 

ee No Extra Labor! These filters produce the 

clear, sparkling water essen- 


tial to good flavor, uniform 
We expect to be set up for volume pro- 6 


duction in a few weeks ... In the meantime, 
write us for complete information .. . 


quality and better beverages. 
They are available in various 
sizes and capacities. 
~< Ask for further information 
Cl ad i Bowden Single Valve {| on these filters used widely 
over a e Water Filter in bottling plants. 
Hygeia also makes the Lynn Self-Cleaning 


= f : 
Spring Co. se es Mulberry 6020-602! Stone Filter used in Bottling Plants 
BALTIMORE 2, MARYLAND HYGEIA FILTER COMPANY 


3430 DENTON AVE. DETROIT 11, MICH. 





oo 


By DURABILITY 
some ano cat all fe | i - and GACO 


- heverage cases 


. ge a 
All half-depth cases 
are furnished with 


DOVETAILED center 


. 
partitions 


| 2 “UKE BOY 9, 
ELECTRIC ¢ be = &€ & j 3 "- 


COUNTER } 





Productimeters register accurate count of 
every unit processed . , , eliminate profit- 
eating losses . » insure economical plant 
cperation and maximum use of man hours, 


DURANT MANUFACTURING CO, 

1920 N. Buffum Street 120 Orange Street 

Milwaukee 1, Wisconsin Providence 3, R. |. 
Representatives in Principal 


SINCE 1879 
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Standard 
replacement 


parts. 


beii>) te), | MISSOURI 
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Profits From Cup Vending 


Utilizing premix machines to meet the needs of moderate 

traffic locales, Nehi Bottling Co., Buffalo, N. Y., has found 

a profitable new outlet for itself—and expects to add the 
equivalent of 20,000 cases to its yearly output. 


7@ vrnoven bottlers have been 


showing increasing activity in the 
cup machine field, their experience 
with the bulk vending of non-car- 
bonated beverages has been rela- 
In Buffalo, N. Y., the 


Zottling Co., 


tively recent 
Nehi 


650,000 population territory, is cur- 


which serves a 


rently utilizing a route of pre-mix 
cup vendors to dispense fruit-flavor 
“still” drinks, and this operation 
offers bottlers some interesting in- 


sights and guideposts 


Bottler Herman Cohen (left) photo- 
graphed during a visit to one of 
his cup vendor outlets at Buffalo, 
N. Y. Bureau of Licenses. Machines 
are spotted in moderate traffic sites, 
dispensing “still drinks bottled in 
5-gallon jugs. Units spearhead the 
Nehi name in spots where the firm's 
bottled product would not otherwise 
be available. 
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On a dollars-and-cents basis, the 
firm rates this cup vending venture 
as “quite profitable’, estimating 
that the enterprise will add the 
equivalent of 20,000 cases in “brand 
new” business to the plant’s annual 
sales total. As pre-mixed beverages 
ready for vending, the Nehi “still” 
drinks are bottled in 5-gallon jugs, 
from which they are dispensed di- 
rectly. With the exception of a sep- 
arate truck and employee to service 
these machines, all other phases of 
this automatic merchandising oper 
ation (beverage preparation, admin- 
istration, etc.) have been integrated 
into the existing plant set-up. 

Break-even point for the cup ma 
chine is gauged at as little as 300 
drinks per wee<, but Nehi Bottling 
pulls the vendurs if sales dip below 
that level. In some of its locales, 
machines have registered as high as 
700 drinks weekly, though bottler 

ferman Cohen notes that, in his 
territory, locations 


“high volume 


are scarce.” During cold weather 
months, sales of the average Nehi 
cup machine hit the 450-drink mark, 
but such totals are expected to jump 
“considerably” during the summer 
Most of the vendors are geared to 
nickel 
cup drink, while the dime price pre 


dispense the standard 6-o0z 


vails in a few transient sites. Aver- 
age commission paid to locations on 
gross sales is 20%. 


Explaining the company’s entry 


Cup vending was used as a wedge 
to get Nehi products into this athletic 
club location, which already housed 
a competitive l-brand bottle unit. 
Nehi Bottling normally spots its cup 
equipment in sites which will not 
take firm's bottle coin coolers. To 
stimulate sales, non-carbonated 
orange, lime, lemon, grape. and 
cherry drinks are rotated for variety. 





into non-carbonated cup drink ven- 
der, Mr. states: “In the 


course of soliciting locations for 


Cohen 
our bottle coin coolers, we came 
across some sites which insisted on 
cup vendors. Upon investigating the 
various types of bulk equipment 
available to use for such place- 
ments, we discovered that the traf- 
fic in these particular locations did 
not justify a large capital outlay, 
and we were obliged to utilize a 
unit which was priced low enough 


so that it could be operated profit- 
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UTILITY BELT-VEYOR 


LIFT OR LOWER—FLOOR TO FLOOR 
OR CONVEY HORIZONTALLY 


Mo! boxes — cartons — crates — sacks and bundles 
from basement to first floor, or any floor to floor, 
or convey in a straight line continuously with the 
Siandard UTILITY BELT-VEYOR. A compact, pre- 
engineered unit, easy to install (over existing stair- 
ways where practical) handles commodities up to 150 
Ibs available in 4 belt widths 10, 14, 20 and 
24 inch and equipped with adjustable guard rails 
to facilitate handling packages wider than belt. Elec- 
tric motor operated. Write for Bulletin NB-40 


Standard Conveyor 
Company 
North St. Paul , 
—— — 


RAVITY & POWER 








Minnesota 
Sales and Service in 
Principal Cities 


eo ae 





IT’S MASON'S 


we 


OLD FASHIONED 


ROOT | 
BEER > | 


Nore T BEER 


€: ’ Qe 

ot, POE OSH 

“WIRE! i 
\ WRITE! 


MASON & MASON, INC. 


213 N. Desplaines Street 
Chicago 6, Illinois 


POWERFUL 
ULTRA-VIOLET RAY 


STERILIZER 


Cut-away view shows ‘location 
of one of the high-intensity G. E. 
UVIARCS in its quartz tube. 














The LiquiMatic UV Sterilizer gives that final finishing 
touch which is the ultimate in producing perfect bever- 
age water. Its mercury vapor lamps provide a high ger- 
micidal killing power without imparting any tastes or 
odors to the water. The unit operates efficiently and de- 
pendably. and requires minimum upkeep. For full de- 
scription, write for “Final Sterilizing of Beverage Waters”. 


For Betfer Wafer Use The gud Matic Line 
Write for this Descriptive Catoleg 


Details on the complete line of ‘‘LiquiMatic’’ 
products are covered in the 16-page catalog 
“Red Diamond Water Treating Equipment’’. 
Write us for a copy. or ask your “Liquid” 
representative. 


AUTOMATIC Pum ssortentr 


CORPORATION 


2412 we tetas aren oo —— 


AUTOMATIC” Prod i ut isively by The Li 1 Carbonic Corp 











Use Berghausen’s 


CARAMEL COLORING 
It’s Safe 


* 
CARAMELS FOR ALL PURPOSES 


Colas * Root Beer » Other Beverages 





7° BERGHAUSEN CHEMICAL «.. 


4538 W. MITCHELL AVE. 
CINCINNATI 32 ¢ OHIO 
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ably in such sites. An added factor 
in our selection of a self-contained 
pre-mix vendor was that it required 
no water-line connection and would 
be simple to install. 

“As to our use of ‘still’ drinks 
even though we refer to ourselves 
as bottlers of carbonated beverages, 
there was no reason why we had to 
limit production to any one type of 
thirst-quencher. We're in business 
to make money, and it’s only natural 
kind of soft 
drinks should invite our activity.” 


that the sale of any 


3ottler Cohen further points out 
that when a new location is solicited 
Nehi Bot- 
also operates a large 


bottle 


for vendor installation, 


tling, which 


route of selective units, 


places a cup unit when it is 
that the 
take a bottle machine.” 


best 


“only 


obvious location will not 
The firm’s 
locations, volumewise, for the 
bulk machines have been theatres, 
while its other stops include pub- 
lic buildings, department 
schools, YMCA’s, ete 

As an indirect benefit 


vending, Mr 


stores, 


from bulk 
Cohen cites advertis- 
ing value. Each machine and its ad- 
jacent cup disposal can carry a 


“Drink NEHI Bever- 
ages” decal, spearheading the firm’s 


prominent 


brand name in new locations where 
its bottled would not 
otherwise appear. While Nehi Bot- 


tling 


beverages 


what 
bottled 
drink sales can be attributed to this 


cannot determine just 


share of its subsequent 


“advertising” source, the firm be- 


lieves machines can 


that the cup 


be credited with playing an im- 
portant role in the company’s con- 
stant campaign to stimulate take- 


home volume by impressing its 
trademark on the public conscious- 
ness 

Nehi Bottling’s cup operation got 
1949, 


when the company set up an initial 


under way in September, 


route of 10 machines, which has 


since been tripled. Equipment used 
is the single-flavor Re- 


fresh-O-Mat, 


S00-cup 
a pre-mix vendor dis- 
marketed by 
(H.¥ 


has proven to be the 


pensing “still” drinks, 
the Automatic Products Co 
While 


most popula 


orange 
seller, grape, cherry, 
also featured 


lime and lemon are 
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in the bulk vendor, and these Nehi 
flavors are periodically rotated to 
add a note of variety to the ma- 
chine’s menu. 
Summing up, bottler Cohen ob- 
serves: “When we put our first ma- 
chines out on location, we wondered 
what kind of appeal a non-carbon- 
ated drink would have. We found 
that, 


considerable segment of the public 


in our territory, there is a 


which will buy a good “still” fruit 
drink 


via vendor. 


if it’s conveniently available 


From a profit stand- 


point, we feel that the returns from 
the cup machine route are as good 
dollarwise as those from any of our 
bottle vendor routes, and, since the 
bulk machines have opened new out- 
lets and added “plus” volume, we 
expect to expand this phase of our 
automatic merchandising program. 
Our experience with non-carbonated 
cup vending is based on cold 
weather sales, which we consider to 
test. We don’t 
know what Summer will bring, but 


be a severe profit 


it ought to be pretty good.” 





Full Opening Dry Ice Converter installation at the 
7-Up Bottling Co., St. Joseph, Mo. 


CUT CO. GAS COSTS TO 50% 


WITH FULL OPENING DRY ICE CONVERTERS 


Pay for Themselves in 
12 to 18 Months 


BECAUSE: Dry Ice is one-half cost of cylin- 
der gas. Uses full-size 50-pound cakes 
Eliminate ice breaking and handling. Avail- 
able in 300, 600, 750 and 1000-pound dry 
ice capacities—so ice may be bought in 
cost-saving quantity. And you always know 
the exact weight you are buying. Will han- 
dle liquid supply — no compressors, steam 
coils or other gadgets requiring power or 
maintenance. Made of |" seamless steel to 
A.S.M.E. specifications. Will withstand most 
extreme pressures encountered in operating 
conditions. 


WHAT OUR CUSTOMERS 
SAY... 


. .. Since purchasing our Dry Ice 
Converters from you last sum- 


mer we have been able to cut 
our cost on Carbonic Gas 50%. 
L. S. Uzzo 
Eunice 7-Up Bottling Co. 


.. . But the main reason we are 
so pleased with our converters is 
the fact that for the year 1949 
they saved us over $5,000.00 on 
our gas expense which more than 
paid for the converters the first 
year in use. Our actual saving on 
gas by using dry ice as compared 
to cylinder gas was 44 1/3%.... 


Coca-Cola Boftling Co. 
Greenville, S. C. 


Waddy M. Anderson, Jr. 
Manager 








For More Information Write— 


DRY ICE CONVERTER CORP. 


320 So. Detroit, Tulsa 3, Okla. 


ORY ICE 
CONVERTER CORP. 


TULSA OKLAHOMA 











WHEN YOU BUY LOMAX bine 


QUALITY 





. embodying over a quarter 
century of progressive 
development 


Whether your needs are small or 
up to 30,000 Gal. capacity, you'll 
find Lomax Equipment tailor-made 
to help you lick high production 
costs. That's because Lomax is one 
of the oldest names in American 


Bottling. It grew up with bottling 


: © 
When you think of Tanks: you think and its problems. It knows bot- 15 days delivery 


of Lomax... Vertical & Horizontal 
tlers’ needs and how to meet them 


eee CLEARED for ACTION 


EVERYTHING FOR THE 
costs LESS! 


MODERN SYRUP ROOM 


. .. Complete ... just plug in 
and operate 


Storage Tanks @ Side, Bottom- New pallet bodies 
Agitating and Combination Side- i Send f 
&-Bottom Agitating Mixing Tanks now ready. sen or 
@ High Efficiency Filtering Equip- ‘ p 

. ric r, 
aicas © Tgidies Gases © tacsee details and prices today 
sories @ Fittings 


MP-4 FILTER. Plate - and - Frame WRITE FOR CATALOGS 


Type. Capacity 6 to 8 Gal. per minute 


FRED S. GICHNER IRONWORKS, INC. 


FRANK B. LO 1214 24th St., Washington, D. C. REpublic 2419 
3518 N. HALSTED ST., C 











PROFITS 


has proven taste ac- 
ceptance from young and old 
alike Soa is tops as a thirst 
quencher, superb as a mix 
Here is your year ‘round profit 
maker! NOW is the time to 
get your Soa franchise... 
The Potential World Leade: 


Only tasting will describe 


Sing flavor . Write now 


tor your sample 


Sing ror GOODNESS sake: 
GINSING SALES Co. 
6533 HOLLYWOOD _—iODEPT. G VELVA-SHEEN 
saad wanue nee 2° Bee, HOLLYWOOD 28, CALIF. e CINCINNATI 14, 
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Watch Concentration of 
Bottle Washing Compounds 


by E. WITTSCHIEBE, Technical Editor, 
Oakite News Service, Oakite Products, Inc. 


1. matter how efficient a bottle 


washing compound may be, experi- 


ence shows it can 


produce com- 


pletely satisfactory results only 


when it is employed in properly 
operating equipment, at the recom- 
mended temperature and, above all, 
at the correct concentration. A bot- 
tle washing solution that is too 
strong is wasteful, expensive and 
may etch the glass or attack perma- 
nent colored lettering and designs 
However, since it will perform its 
primary function of turning out 
clean, sanitary bottles, an unduly 
high concentration is not too seri- 
ous from the sanitary standpoint. 
Of greater importance is the bottle 
washing solution that falls below 
the recommended concentration 
level. It is here that real trouble 
develops, for bottles are not com- 
pletely cleaned and bacteria counts 
begin to soar 

There are a number of reasons 
why the strength of a bottle wash 
ing solution may inadvertently be- 
come too low for proper operating 
efficiency. Leaks in the steam heat- 
ing coil or water pipes leading to 
the solution tank will permit a grad- 
ual introduction of live steam or 
water which will eventually dilute 
the bottle washing solution to the 
point where its cleaning and ger 
micidal properties are affected. In 
certain types of equipment that may 
have seen considerable service with 
out getting the proper amount of 


maintenance attention, parts may 
line and allow rinse water 
’ its way into the solution 
ank, causing dilution of the bottle 
washing solution 

If a bottle washing solution is not 
free draining, and it clings to the 
bottles as they pass through the 
wash tank, drag-out will cause a 
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lowering of the solution level. Ad- 


ditional make up water will, there- 


fore, be required, and if the proper 


amount of bottle washing compound 


is not added too, the strength of 
the bottle washing solution will be 
lowered. One other possible source 
of weakened bottle washing solution 
is excessive foaming. If this condi- 
tion occurs, and enough foam over- 
flows the tank, again it will be nec- 
essary to add additional make up 
water to bring the solution up to 
the correct level. Unless the proper 
amount of bottle washing material 
is also added, a weakened solution 
will result. 
Difficulties leaky 


arising from 





erage. 


supply crowns. 





“You Can't Buy A Better Cola Concentrate” 


THE NEW TASTE THRILL 


Available in two types... 
latural and Imitation 


A tasty blend of cherry and cola that 
makes a very satisfying carbonated bev- 
Use your own bottles. 
This flavor provides an 
opportunity to use your stock of small 
size bottles. Write for samples and prices. 


MarBert Coa 


19 East Lombard Street 


BALTIMORE 2, MARYLAND 


We can 














FORT WAYNE 
Agitating 


STERILIZER 


—— 


BUILT IN SEVEN SIZES AND 
BACKED BY OVER FORTY 


6000 and 6000 for YOU YEARS EXPERIENCE IN 


BUILDING STERILIZERS FOR 
IT'S THE BEVERAGE FOR 1950 PRODUCTS PACKED IN GLASS 
It's the only cranberry drink to be carbonated OR TIN 
and blended with cola—makes a real treat. The 
children love it and it's a super mix for the grown 
ups. Start now with this new beverage. Use your 
own small bottles to start. Crowns and bottles = ; 
available as you want them. Write for samples SARTRE SL 


and prices. Fort Wayne Dairy Equipment Co. 


CRANBERRY COLA CORPORATION WINTER ST. & WABASH © &. 
FORT WAYNE, IND. 


——— 


Abington, Massachusetts 




















TRIPLE VALUE** * WILLIAMS® N ) 


sie CARAMEL 


porn U. 8 Pot on” 


i FLEX 
CHAIN CONVEYORS 


ns, Boxes, etc. Up and down inclines 
omplete system or in connection with other 


Value No. 1- Perfection of Functional Design 
Scientifically designed part for part and the re system consid 


ACID PROOF CARAMEL 
npr capone aes ————— | songs TYPE CARAMEL 


Value No. 2. Quiet, ‘Siestte Trouble-Free 
Operation. 
Value No. 3--Lowest Maintenance -Longer Life. 


Caramel Coloring 
Write for Bulletin PCia—1A- 2 


OTHER ISLAND EQUIPMENT UNITS for ALL TYPES of 
Bottle Conveyor « Gravity Conveyor e« 


Accumulating Table, etc. CARBONATED BEVERAGES 
ISLAND pia aniteniia 


EQUIPMENT CORP. D. D. WILLIAMSON & CO., Inc 


21-03 Bridge Plaza North Dept. N-4 Long Island City 1, N.Y 
(NET Seo NANA Se IR Te ON oe IRSA SP te SOE Pena 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y. 
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pipes or “out of line’ equipment 
can, of course, be overcome by mak- 
ing regular periodic check ups of 
the machine and promptly repair- 
ing whatever mechanical defects 
may occur. In the case of excessive 
foaming and heavy drag-out of 
cleaning solution, use of the proper 
type of bottle washing compound 
will eliminate such troubles. 

The requirements of a good bot- 
tle washing material are well known 
to everyone faced with the problem 
of producing clean, sanitary bottles. 

It must be free draining, should 
not possess objectionable foaming 
tendencies and must have good 
cleansing action, sufficient germici- 
dal properties and free rinsability. 
In addition, it should provide proper 
lubrication of 


washing machine 


parts, retard the development of 


lime scale formations and be safe 


and economical to use. 
Manufacturers of industrial 
cleaning materials have developed 
a number of products, specially 
compounded for bottle washing use, 
which meet all of the above men- 
tioned requirements. One of these 
products—a complete, perfectly bal 
alkaline 
used very widely today by bottling 
United 


Solutions of this material, 


anced type material—is 


plants throughout the 
States 
at concentrations as low as 1% 
gallon of water, turn 


ounces to the 


out clean, sparkling, low bacteria 
bottles at an 


cost. The 


count extremely low 


material is economical, 
not only in making up the initial 
charge, but also in making periodic 


additions of upkeep material. 
In some areas of the country, 
where local regulations still stipu 


late bottle washing solutions at 


fixed caustic levels, other scientifi- 
cally designed materials are avail 
bottle 


solution to make up for 


able which are added to the 


washing 
the inherent shortcomings of caus- 


tic soda. These compounds prevent 


line seale 


formation or deposition 


by reacting with calcium and mag 
nesium salts 


They loosen the scale 


already present and lower the sur- 
face tension of the solution. Thus 
they cut down on loss, 


drag-out 
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minimize etching of bottles and pro- 
mote better rinsing and cleaning. 

The choice of the correct additive 
material will depend, to a great 
extent, on local water hardness con- 
ditions. A good way to find out 
which product best suits your own 
particular requirements is to have 
the local representative of a clean- 
ing material manufacturer call at 
your plant, survey your needs, and 
then recommend the proper mate- 
rial to use. 


\ with 


Frostie Bottlers Hear Sales Plans 


Advertising and merchandising 
plans for Frostie were presented to 
Frostie bottlers in Illinois and Mis- 
souri at a recent regional meeting 
in Springfield, Ill. 

George H. Rackensperger, presi- 
dent of the parent Frostie Company, 
outlined the company’s future pro- 
motional activities, assisted by Bob 
Burns, Frostie field representative 
in the midwest. 


PEACOCK BRAND 
Certified Food Colors 


For taste-tempting, sales-building “eye appeal 
look to Stange’s Peacock Brand for brilliance, 


uniformity, purity 
For more than 


laboratory facilities are 


May we help you solve 4 


, convenience and accuracy 
in coloring your products 

jJecades, leading producers 
have depended on Stange 


Our technical skill and 
your service 


ur color problems? 


WM, J. STANGE CO., CHICAGO 12, ILL. Dept. NBG 


ANGE 


(RHYMES WITH TANGY) 


“SILENT PARTNERS IN FAMOUS FOODS'' 





Hugh J. McMackin Dies 


Hugh J. Mc Mackin, 69, prominent of the Massachusetts association 
trade leader and the generally-rec- (formerly known as the Eastern 
ognized “dean” of association offi- Soda Water Bottlers Association 
cials in the United States, died of in which capacity he served for 
a heart attack on Sunday, March more than thirty years, Mr. Me- 
19 Mackin also took an active part in 


Widely known as the Secretary the annual meeting of State Asso- 


12,000 gallons of PEPSI] COLA SYRUP 
mixed and stored in PFAUDLER Equipment! 

















The Pepsi Cola Co. Lovisville, 
Ky, is equipped with 6 2000 

lon Pfaudiler 12 gouge stain- 
ess steel storage tonks as well 
as stainless stee! mixers (extreme 


left of small photogruph). 4 : 


In large plants and small . . . from the makers of the nation’s leading 
syrup concentrates to their franchised bottlers . . . there is a strong 
preference for Pfaudler stainless steel syrup mixers and storage 
tanks. Why? 

Simply stated, the life-cost ratio of Pfaudler products can’t be 
beat. Sanitary design more than meets ABCB requirements. Agita- 
tion is efficient. Cleaning is easy. Maintenance is negligible. The 
equipment remains attractive, regardless of age. 

Built of all welded stainless steel in a wide range of standard sizes, 
there is a unit for every purpose. Available in open and closed con- 
struction (vertical or horizontal) with or without agitators, partial 
heating jackets, etc. Ask for Bulletin 822 


THE PI AU DLER CO., Rochester 3, N. Y. Branch Offices: 330 
West 42 St.. New York : 4 /, Washington St ee 
ago 2 1325 Howard San Francisco 3, Calif.; 818 Oli 
St I 1, M 297 0 Ww rand B Detroit 2, Michiga 
Cincinr ,. 1041 C mercial Trust 
rd I it ttle Bldg B yston 16, Mass.; 334 
ga, | O Box 4066 
Dallas, Te Taylor St ‘Y O nnecticut Ave 
N. W ashington 6 191 Bauman Ave., Pittsburgh 27, | 
P.O x 1031, Minneay s, Min Pf 
re I I Angeles 5, Calif 


Decudl Gr 


Hugh J. MeMackin 





ciation Secretaries and Presidents. 
He was Chairman of that group 
during the years 1930-1934 

Mr. McMackin served in a promi- 
nent capacity in the organization of 
the national association, the Amer- 
ican Bottlers of Carbonated Bever- 
ages, in 1918 and 1919, and was 
elected to the Executive Board in 
the latter vear. His term in that ca- 
pacity expired in 1927 

He became associated with the 
industry in 1897 when he joined the 
sales staff of the Blue Seal Extract 
Co. In 1909, he formed his own 
firm, the H. J. McMackin Co., with 
headquarters in Boston. 

At the 1946 National Convention 
of the A.B.C.B. in Miami, Florida, 
he was awarded the A.B.C.B. Medal 
of Industry Service in recognition 
of his many years of activity in 
promoting organization and con- 
structive achievement in the bottled 
carbonated beverage industry. 

The citation accompanying the 
award noted that “his continued as- 
sistance has been a_ substantial 
contribution to the effectiveness of 
the state association movement in 
the bottled carbonated beverage in 
dustry.” 

The funeral was held from the 
family residence at 21 Wade Street, 
srighton, Massachusetts, on Wed- 
nesday, March 22. Internment was 
n Evergreen Cemetery, Brighton 

Mr. MeMackin is survived by his 
widow, Margaret H. McMackin, and 


sons Hugh (Jr.), Paul, and John 
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; be me ‘ 
’ 8 
THE Peel COMPANY + 4547 OLIVE ST. + ST. LOUIS 8, MO. 
Blossoms 
Makers of Olooming GOOD FLAVORS” 
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VENDOR AND COOLER NEWS 





PLACEMENT @ MERCHANDISING 
FINANCING @® MARKETS @ COSTS 


NEW MODELS @ SERVICING 


With the approach of the to provide thirst-quenchers. The Department threw 


summer boating season, its doors open for an 18-day period, during which 


bottlers whose territories visitors talked with policemen, viewed equipment and 


include seacoast or inland exhibits, and went on conducted tours of the head 


and canals will find that coolers and ven quarters. Some 75,000 visitors were clocked and over 


vd use In such locales. There are 20,000 bottles of Coca-Cola were dispensed via 10-case 


to 


200,000 recreational boating power units in Vendorlator (Fresno) machines. For this event, coin 


sion, including cruisers, motor yachts, house coolers were spotted in the police gymnasium, where 


d rowboats, dinghies, ete., using outboard chi showed the work of the divisions of the St 


lo these can be added over 100,000 small sail huis for \ vendor is permanently installed in the 


inother million craft without power, sucl Headquarters recreation lounge. 


oes, etc. Many a bottler has found the 


cooler an ideal sales tool fer getting hi 


thoard this at-play market for good case volume 
Generally overlooked as 
a vendor and cooler outlet 


facilities for the boats 
dockmaster’s office usually a prim because it is located on the 

ated oe ined teat outskirts of town is. the 
boats. which include irk, housing a market-on-wheels tecent esti 
mates of the number of such sites in operation in the 


ip and bottle dri 
leveloped ge around the 6,000 mark. During winter 
d oped 
ut 100,000 trailer coaches (with an aver 


persons per vehicle) head South and West 
\rizona, and California, while spring and 
another 200,000 hitched to passenger 
yhways. Such “homes-on-wheels”’ 

nvywhere from a night to months at the trailer 
which usually have an administration building 
groceries can be purchased. Since the average 
is rather limited refrigeration facilities, cold 
from coolers or vendors spotted in such 
pulled plenty of patronage. Bottlers 
g this type of site would do well 
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labeling jobs 


— Not as tough as illustrated 
— BUT TOUGH! 


HFN — a specialty labeling gum — labels all types of 
glass. Smooth or stippled. Cold or hot, wet or 

dry. Handles all types of label stock — including 
foil. Produces an ice-resistant bond for regular 
printed or varnished labels. A fully ice-proof bond 
for paper-backed foil. Withstands dry refrigeration. 


HFN comes ready for use. It is a ‘‘short’’ adhesive 
with top machining qualities. Extremely tacky. 
Won't crystallize or soften with varying humidities. 
Only a very thin film is required. 
We can show you we mean business. 


Mail the attached coupon! 


Address: 270 Madison Ave., NEW YORK 16; 3461 So 
Washtenaw Ave., CHICAGO 32; 735 Battery St., SAN 
FRANCISCO 11, and other principal cities. In CANADA 
National Adhesives (Canada) Ltd., TORONTO, MONTREAL. 
In ENGLAND: National Adhesives, Ltd., SLOUGH. 


° 


ADHESIVES 


We've got a tough labeling job adhering 
to 
5 


Please send 5 Ibs. of HFN. Bill us at drum price 
Plecse have a National representaive call on 
Mr 
Company 
Address 


eV Er F 7 eS O F ADH E 
FO R SVE SRT OF Ae ee see aS 


City 
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orrow’s Det ET 
asher Today! 


2 f the Best ANYWHERE: = 


e Miller Hydro Bottle Washer is years ahead of its 
: ieo—tn styling, in design, in all-around operating ~ 
| satisfaction. Miller Hydro streamlined beauty modern- 7 
izes your plant and invites confidence. Miller Hydro ~ 
engineered design gives you long life and absolute © 
| dependability. Miller Hydro operation guarantees you © 
lower costs over the long pull. Models available from — 
30 to 300 b.p.m. Handles all size bottles. ; 


WRITE TODAY FOR INFORMATION ABOUT | 
THE MODEL FOR YOUR PLANT! 


ae 








9 090 =———— ————— 
i poms 
—S a -—— <i a ~—d 


i — 


MILLER HYDRe CO. 


wvpro BOTTLE WASHERS «= MULLER CASE PACKERS Ep, SaiePeidye. yen 


‘ 
fanugacturers of WILE R INSPECTION 
vors MILLER KENDALL MIXERS mut _ YON MULHERN CO. => 7 
ee nop Conve MLLER ACCUMULATOR TABLES celine: ‘ 
MLLER FLUORESCENT INSPECTORS =— + vy Serving Bottlers 


Since 1913 


eons 


National Bottlers’ Gazette 





to ascertain the trailer park’s volume of traffic, and 
to determine whether it enjoys a transient or per- 
manent clientele. In some of the latter types of parks, 
mixed beverages, such as sparkling water and ginger 


ale, have been good vendor sales items. 


Barq’s licensees are now 
Barq’s Okays Ideal utilizing the selective 5 and 
7-flavor Ideal Dispenser 

(Bloomington, Ill.) Bantam 

and Model 300 coin coolers to vend their line of bev- 
erages. Ed Barg, Jr., president of the parent company, 
recently advised the “Cooler Corner’: “We have ap- 
proved the Ideal Vendor for Bargq’s franchised bottlers, 


and they have used this machine with satisfaction.” 


Most bottlers are aware 

Cooler that waxing a cooler or 

vendor will improve its eye- 

appeal, but in dampish, cor- 

roding climates such procedure is vital to extend the 
drinkbox’s lifetime. In Mobile, Ala., where warm Gulf 


salt breezes not only boost soft drink consumption but 


provide the source of rust that eats away metal, the 
local Coca-Cola Bottling Co. is utilizing a special wax- 
ing program as a preventative, aimed at those spots 
particularly vulnerable to rust trouble—around the 
top of the cooler lid, the hinges, etc. Every two weeks 
routemen apply a coating of liquid wax to these areas, 
causing them to shed water and eliminating corrosion 
troubles. As an additional precaution, when a box is 
reconditioned (done at this plant’s expense) a coat of 
clear varnish, invisible on the red paint finish, is 
placed around the top of the cooler before the rubber 
gasket is replaced. Outlets are encouraged to wax the 
entire drinkbox regularly, with emphasis on the cash 


saving such treatment will save in cooler upkeep 


New addition to the Na- 
5 " tional Rejectors (St. Louis) 
vew Changer . . 
line of built-in coin changer 
equipment is the 3400 
“Simplex,” an electrical unit accepting nickels, dimes, 
and quarters. Making its debut at the Massachusetts 
Bottlers’ Exposition last month, the Simplex is a sim- 
plified version of National’s standard 3400 model, re 
engineered to effect a price reduction. With the in- 
creased popularity of coin changers on beverage ven 
dors, the utilization of new production tools and tech- 
niques has brought about a sharp reduction in change 
maker costs over the past two years. About 58,000 
National changers are in use, primarily in bottle and 
cup drink vending machines, and they are standard 
components in models of the Varietee selective coin 
cooler being produced by the Beveo Co. (St. Louis) 


and S&S Products (Lima, O 
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HOT NEWS, COLD DRINK 


Side-by-side in the news room of Radio Station KNEB, 
Scottsbluff, Nebr. are a teletype machine and an Ideal 
“Bantam” vendor, one of the numerous coin coolers 
spotted through the territory by the local Grapette 
Bottling Co. 





Word that Pepsi-Cola was 
considering vending its new 
3-can carton (March NBG 


has once again revived in 


Carton Vending? 


terest in this phase of soft drink automatic merchan 
dising. Prior efforts to develop carton vendors centered 
around the 6-bottle carrier, and such attempts were 
stymied by both the price factor (which ran around 
10 cents to include bottle deposits), and the problem 
of how “empties” would be returned. (Some machines 
have been blueprinted to accept an empty bottle and 
pay out a refund of 2 cents.) Pepsi carton models are 
geared to a 25 cent operation, and the cans eliminate 
deposit problems. While the company has been check- 
ing the merits of working models of these machines, 
Pepsi-Cola’s entry into carton vending will mark time 
until the results are in on current market tests of the 


12-0z. canned drink 


Bottlers operating vendor 
Te routes in agricultural terri 
; tories have been opening up 
new sites for coin coolers, 

and in the Nebraska panhandle Jess J. Kellogg, who 
heads the Grapette Bottling Co. of Scottsbluff, has 
spotted machines in bean elevators and potato cellars 
With over 120 Ideal (Bloomington, III 
Model 300’s on location, a variety of other locales 
range from the Hotel Emery to Radio Station KNEB 
teasoning that automatic merchandising is a sales 


Santams and 


tool that can bring its drinks into brand-new outlets, 
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UNITED’S 1950 sturdy DURAMATIC carrier is 
time-tested. Designed and engineered for multi- 
trip easy carrying. Easier stacking and filling by 
automatic machines. The 1950 DURAMATIC is 


the answer to all your problems. 


UNITED'S 1950 DURAMATIC CARRIERS 


*set up quickly save handling 
*have sturdy construction last longer 
i stack easily mass displays 
* precision cut  — automatic filling 





WRITE, WIRE OR PHONE UNITED TODAY, WE ARE READY TO SHOW YOU WHY 
1T PAYS TO PACKAGE WITH UNITED 


UNITED BOARD & CARTON CORPORATION 


Folding Cartons and Package Specialties « From Pulp to Finished Product 
P. O. BOX 1318, SYRACUSE, NEW YORK 


CARTON PLANTS VICTORY MILLS, SYRACUSE, COHOES, BROOKLYN, N. Y., 
SPRINGFIELD, O BOARD MILLS LOCKPORT THOMSON, N.Y, URBANA, O 
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this plant used coin coolers to capture new accounts group plant visits; etc., and last year every pupil 


and did not install a vendor in any site previously received a birthday greeting with 2 coupons, each good 
served by a Grapette route salesman. That such an for a free Coca-Cola. ‘ 
aggressive program pays off in “plus” sales is evi- 
denced by an average vendor volume climb from an 
initial 5 to a current 20 cases per week. Featuring 
Grapette, Orangette, Lemonette, and Mason's Root Switching ts placement 
Beer, the selective coin coolers are rented on a 15 Varied Vendors For plan from a rental 8) stem 
cents per case vended basis, though a few units have Specific Sites to outright sale of coin 
been sold outright. Normally, the regular driver sales- coolers, the Dad's Root 
men stock the machines, but during warm-weather Beer Bottling Co. of Cloquet, Minn. is utilizing varied 
months a special truck is assigned to service the vendor types of vendors to meet the needs of specific sites 
route. From a mechanical maintenance standpoint, Vending Dad’s and the full line of Mission beverages 
Grapette Bottling reports that its coin coolers will in the 7-oz. size, bottler James Medes uses selective 
not average over two service calls per year. Comment- Ideal Dispensers (Bloomington, Ill.) for such sites as 
ing on the value of vendors, bottler Kellogg observes: gas stations, garages, fire houses, ete., while Mills 
“The important thing—they get the nickel.” Industries (Chicago) and General Vending Machine 
Corp. (Chicago) units are featured in heavy-volume 
industrial outlets, where they spearhead Dad’s sales 
Some idea of the soft drink and brand name. This plant originally went into auto- 
Public School Per Capita vending potential in the matic merchandising with a 15 cent per case rental 
public school market can be rate, but since last spring it has been selling equip 
gathered from a successful ment on an outright basis. Financing is handled 
coverage of such sites by two Troop County, Ga. Coca directly through a local bank, which requires a $20 
Cola bottling plants owned by George S. Cobb, Sr down payment from the location and the balance paid 


failored to meet the needs of individual locations, the in installments over anywhere from a 10 to 24-month 


coin coolers range in size from 1 to 10-case units, period. Comments bottler Medes: “We have found 


and the West Point, Ga. plant has spotted vendors the last method to work out very satisfactorily for 


, 27 s in its territory. Pr rs i. : ; 
in 19 of the 27 schools in its territory, Providing a ourselves and the outlet.” Dad’s Bottling ranks indus- 


96°, coverage of enrolled pupils, the machines tallied 


a 27 bottle student per capita for the 1948-49 term 


trial plants as the best locales for its vendors 
Similarly, the La Grange, Ga. plant installed coin 

coolers in 26 of the 31 schools in its area for a 92¢ 

student coverage, racking up a 44 bottle per capita Latest gimmick used to in 
As a follow-up in the youth market, 16 Teen Centers Viewer Aids Vendor terest prospective locations 
in the plants’ territory sell the youngsters Coke via Placement in vendor installation is the 
vendor or cooler when school is out for the day or slide viewer, a moderniza- 
during holidays. Automatic merchandising by bottler tion of grandad’s stereopticon. Illuminated with small 
Cobb's plants is strongly supplemented by a program batteries, these portable units utilize a series of 3 
aimed at developing today’s student market into to dimension color slides, which can be tripped by the 
morrow’s home market. Features include the distribu- prospect to show vending machines in a group of 


tion of school-aid materials; free pencils and tablets; typical sites. Telling an “illuminated” sales story, the 


THE 2-OUNCE 
GRAPE COMPOUND 
DE LUXE 
Today and every day, No. 11 Grape by 
Sethness is the favorite extract of discriminating bottlers the 
world over! This superb grape base is the result of over 65 years ex- 
perience in the art of producing top-quality bottling compounds. Its extra 
rich flavor, purity, and full rich color are a million miles ahead of competition — 
bring repeat business season after season. Try No. 11 Grape Today! 


Case Lots $7.00 Freicut aAltloweD ON 8 GALLONS 


C. 0. & W. D. SETHNESS COMPANY 


1926 SUNNYSIDE AVENUE CHICAGO 40, ItLLINOIS 
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EYE APPEAL, BUY APPEAL 


Left—Keeping the Hires name in the 
public eye, cup vending machines, 
such as this Mills Industries (Chi- 
cago) Model 400C, are volume sales 
producers and account for about 
12%, of Hires fountain sirup sales. 


SPEEDS SERVICING 


Right — To facilitate loading the 
vending rack of the new Model C 
Varietee coin cooler can be mounted 
on a swivel. Built by Bevco (St. 
Louis), this selective vendor was dis- 
played at the recent series of re- 
gional Pepsi-Cola bottler meetings. 








“peep-hole” novelty of the device has proven, in some $8, or an extra month’s rent.” Chief advantage of such 
areas, to be a better attention-getter than the stand- fixed rentals is that they enable the bottler to amortize 
ard brochure or photo portfolio used to make a sales his vending equipment on a set schedule, instead of 
presentation depending on per case volume, which may drop off in 

bad weather. In contrast, proponents of the per case 


7 system, maintain that their 10 or 15 cents a case rental 
Flat rate vendor rentals 


Weekly Coin Cooler (which call for a fixed pay- 
Rentals ment by the location re- 


rate is more acceptable to the average outlet, and that 
the sums collected during volume warm weather 


months more than offset slow season sales 
gardless of the quantity ol 


beverages dispensed) have usually been set on a 

monthly basis, and the “Cooler Corner” has reported S. S. Freeman, who heads 
rents ranging from a competitive low of $2.50 to a Cup Machines Boost Freeman's Beverages in 
high of $15, but averaging from $6-8, depending on Bottle Sales Utica, N. Y., reports that 
the account, Competitive tactors, et Several Texas a route of cup drink vend- 
bottlers, utilizing selective Ideal (Bloomington, Ill ing machines is helping to advertise his firm’s bottled 
Model 300B’s, now employ a weekly rental plan (rang products, building take-home sales. This plant, which 
ing trom $1.75 to $2 per week) in lieu of the monthly bottles Pepsi-Cola, Mission, and Clicquot Club products, 
system. Here’s the reasoning one bottler gave this uses Snead, Lyon (New York), and Hupp (Cleveland) 
column to explain his switch: “On a flat rate basis, $2 single-flavor machines. Finding large factory sites 
a week sounds like a more reasonable rental than $8 best suited to bulk vendor volume, the drinks dis- 
a month, and it’s a lot easier to collect. Besides, 12 pensed includes Pepsi-Cola, Mission Orange and Root 
monthly payments of $8 equals $96, while 52 times $2 Beer, and Clicquot Club’s Eskimo Cooler (lithiated 


totals $104 —with the weekly rate producing an extra lemon Freeman’s Beverages also utilizes selective 


RENT A REBUILT MACHINE 


Such as a filler, carbonator, labeler, etc. Be ready 





for your busy season or possible breakdowns. 
Rental very reasonable and may be applied toward 


purchase of machine. S 


Write for Further Information 
and Details 


“ner” IRSTENBERG 


BOTTLERS' EQUIPMENT CO. INC. 
301-307 Powell St., Brooklyn 12, New York 
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EVERY DAY, at dy / 


WHEN YOUR BEVERAGES ARE MOVED 
OUT FRONT IN THIS BRAND-NEW 


KELVINATOR 


BEVERAGE 
COOLER 


Extra sales will be heading your 
way—once you get your beverages 
into preferred traffic locations with 
this new Kelvinator cooler. It’s an 
attractive, permanent point-of-sale 
display which attracts store traffic 
—displays your product — and 
clinches on-the-spot sales. Its de- 





pendable performance can be relied 
on to serve your beverage at just 
the right temperature to invite 
repeat business. Priced surpris- 
ingly low. Mail coupon below for 
prices and complete information. 
KELVINATOR, Divisionof Nash- 


velvinator Corp., Detroit 32, Mich. 


CCEPTANCE! 


COST PERFORMANCE! 


Beverage Cooler Department, Nasn-Kervinator Conroration 
14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: Please send me pricing information on the new Kelvinator Beverage 
Cut out coupon. Paste Cooler. Also send me without cost or obligation your illustrated booklet “Bottlers’ 
Operating Guide” containing information on how to sell, service, and finance my 


on penny postcard and own Cooler Program 
mail today! 


veh TIM Mail this coupon today 


and receive by return mail 


(i \ | this booklet crammed full 


of valuable information on 


STREET ADDRESS 


how to sell, service and 
finance your own Cooler 


ZONE......STATE... 
Program, 
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Multiplex *Seer* Dispensers 
For BARS and TAVERNS 


Fresh Carbonated Drinks 
COLA 
LEMON 
GINGER ALE 
SELTZER 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES 
Write for Folder and Prices 
MULTIPLEX FAUCET COMPANY 
321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Munufacturers of Beverage Dispensers for 45 Years 








BEVERAGE CASES : **," 


e AT PRICES THAT Specifications 
WILL INTEREST YOU e eeeee 


Modera Factory and Equipment— Lumber and Labor 
Advantageously available — Extensive experience as- 
sures Efficient Production— Centrally located. 

These factors enable us to produce beverage cases ex- 
actly to your specifications at prices that will interest 
you. Let us quote on fabricated wood parts, pallets, 
cleats, boxes, cases, ete. 


Central Container Inc. 


100 Union St... Paragon, Ind. Phone: Paragon 43 








MENI-DRIV 
STAINLESS STEEL ROTARY ACCUMULATING TABLE 
Features: 


@ 36° Stainless Stee! Disc 

@ Variable Speed 

@ Drives Both Conveyor 
Chain and Disc 
Custom Built for Long Life 
Height Adjustable 
Modern Design in Appearance 
and Engineering 


For further information write 


MICELI EQUIPMENT CORP. 


2038 Bergen St., Brooklyn 33, N. Y. 














Ginger role Flavors 


MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


297 Peari St. 


New York 7, N. Y. 
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coin coolers in moderate traffic sites, and one of its 
unique stops includes a hall where patronage comes 


from the audience attending bingo games. 


With the price of coffee 
Hot Chocolate Vending zooming, some trade ob- 

servers look for chocolate 

drinks to make competitive 
inroads in the hot drink vending field. Given an ex 
perimental test last winter in a few machines (such 
as those spotted in the N. Y. City subway), hot choco- 
late proved to be a good cold weather seller—at the 
five cent price—and this year a number of cup vendor 
makers are climbing on the bandwagon. Several stand- 
ard single-flavor’soft drink models have been converted 
for this purpose, while some multi-flavor machines 
utilize attachments that permit the sale of both the 
hot and cold beverages through the same dispensing 
faucet. From somewhat limited sales data available 
thus far, hot chocolate seems to be a “morning seller,” 
primarily popular as a post-breakfast item. It has out- 
sold coffee in some spots where java vendors are 


geared to the dime price 


With over 50 selective coin 

coolers on location in Balti 

more, Md., Canada Dry & 

Truade, Ine. is utilizing its 
equipment to vend the plant’s varied line. Except for 
2 General Vending Machine (Chicago) “Chieftans” 
installed last year, all the machines are Ideals (Bloom- 
ington, Ill.), some of which have seen service since 
1940. Plant policy is to retain ownership of all vendors 
in. order to control the units for its own brands, and 
machines are rented on a 15 cents per case vended 
basis. Drinks dispensed include Canada Dry Ginger 
Ale, Spur, Hi-Spot and TruAde Orange and Grape 
Most of the units are stocked by driver-salesmen, 
but in outlying areas platform delivery is made to the 
site, which fills the coin cooler. The firm's servicing set 
up includes a mechanic who handles vendor mainte 
nance,: While any refrigeration needs can be taken 
care of by a company in that field owned by the Canada 
Dry & TruAde management. However, Henry E. Cor- 
ner emphasizes the point that: “We do not have a great 
deal of mechanical trouble.” Local manufacturing 
plants and military installations have provided the 
greatest vendor volume, while bowling alleys “prove 
excellent outlets in season.” Commenting on service 
station sites, Mr. Corner notes: “Many of the smaller 
filling stations seem to prefer to ‘close out’ in winter.” 
In addition to its standard group of vending sites, the 
company has also spotted equipment in butchering 
plants. A factor in this bottler’s automatic merchan- 
dising program is that a competitive cola has thor- 
oughly covered the territory with several thousand 


1-brand coin coolers. Many of the rival vendors operate 


National Bottlers’ Gazette 





p= SWANEE FLAVORS == 


HELPS YOU PRODUCE 
BETTER TASTING, FASTER SELLING BEVERAGES 
e@ GRAPE e LEMON e ORANGE 
e GINGER ALE e ROOT BEER @ STRAWBERRY 
e CREAM SODA e LEMON-LIME 
e@ SHAMROCK LITHIATED LEMON 


JO-JO & SWANEE CHOCOLATE 


Begin bottling our chocolate now 
eep winter sales high. 


BOB’S-COLA CO.,INC. 
867 LEE ST.,S.W. ATLANTA, GA. 
Replies West cf Mississippi address to 
40-30 CHOCOLATE CO. 

1127 S. Beekley Street, Dalias, Texas 














HOSPITAL OUTLET 
At the Des Lage Hospital in St. Louis, a 9-case High- 
way Steel (Chicago) coin cooler plugs 7-Up and pulls ay FUMBLING 
lent f nickels f both visit d b f th 
ae of nickels from both visitors and members of the CHIPPING 
With Krag’s 
New Bottle Opener... 
This sturdy, nickel plated steel opener is 
perfect for all outlets. Easy to operate. 


Prominent space available on opener for 
; colorful trade mark or advertising message. 
Having completed extensive 


WRITE... 
field tests, the Searles Weld- 
ing & Mtg. Co. (Chicago) Krag Steel Products, Inc. 


has gone into production on 319 N. Albany Ave., Chicago 12, Illinois 


its 1950 model of the Kalva bottle vendor. A feature of 








side-by-side, and Mr. Corner credits the Canada Dry 


& TruAde selective vendors with doing ‘“‘a good com- 
parative volume.” 





this selective machine is its 3 separate conveyors, 





each of which holds 24 bottles to provide an overall 


” 
3 case vending cap: y, hile ; additional 80-1 x t f § d "’ yd | U § P 
— nding capacity, while an additional 80-100 enzoa e 0 0 a e e ar. 


(varying with the bottle size) can be stored 


: Standard for over a quarter of a century 
in pre-cool. A design asset claimed for this coin cooler 


is that the Kalva is actually “three vending machines SO B | wN AT ‘ . 
in one,” as each dispensing conveyor 1s activated by 
a separate coin mechanism. These can be geared so A special benzoate for beverages of delicate 


vari-priced (5 and 10 cent drinks from flavor. Does not impart a taste. 
the same vendor. Offering a choice of 3 flavors, the 


as to sell 


Samples and literature on request 
Kalva is manually operated, and utilizes a_ sealed 


Kelvinator “packaged” refrigeration system SEYDEL CHEMICAL CoO. 


JERSEY CITY 2, N. J. 


Bevco Co. has purchased Established 1904 





new and larger St. Louis 








Vending Chut 
quarters at 3316 Broadway 


to increase production of its 
vendor and cooler line. . American Coin Changer soda 


Corp. (Boston) has arranged for representation via 


=k P ; . ; LA SURE-FIRE FOR PROFITS 
the R. P. Anderson Co. in Dallas and New Orleans, 


while Jules Meadow will handle Pacific Coast terri- With NEEC# Coffee Soda, the only 

6c coffee drink, you're as sure of 

big profits as you are of winning a one 
a drive for cup vendor sirup trade _. An aircraft horse race. And NEECO is good 
sampling tests show it’s preferred 

over any other coffee drink 


tory from Los Angeles. . Dr. Pepper Co. set to make 


firm plans to diversify its production pattern by manu 


facturing bottle vendors . Grapette is testing the Find out more shout this profit-maker 
new Atlas Metal Works (Dallas) 3-flavor coin cooler by writing for samples and full 
information today. 


NOW IN 6 OZ., ACL BOTTLES! 


Franchises now available for this popular 
18 oz bottle. Write for details 


in Camden, Ark. and Memphis, Tenn. Unit dispenses 








Grapette, Orangette, and Lemonette Vendo Co 


Kansas City) has added a vending knob to the latest ; 
. size — oF 


ATLANTIC EXTRACT COMPANY 
134 FULTON ST., BOSTON, MASS. 





model of its single-case V-23 cooler to provide “finger 


tip” operation 


April, 1950 





WHAT’ 


BY-PASS FOR PUMPS 


Designed to deliver a constant 
volume of water at constant pres- 
sure, regardless of any variation 
in the pressure of city water lines, 
is the “Eco Built-In Hydraulically 
Balanced By-Pass” for pumps. 
Unit has been developed by Eco 
Engineering Co., Newark, N. J. 





NEW AUTO-STOP METER 


A new Auto-Stop meter that auto- 
matically controls the quantity of 
liquids, such as water. liquid 
sugar, and corn syrup, has been 
developed by Neptune Meter 
Company. New York City. This 
meter, inserted in the line near 
the mixing tank, will automati 
cally shut off the flow after a pre 
determined quantity has been 
delivered. 





IT’S HERE! 


“TORCHY” CHOCOLATE BOWS 


A new-type of lightly-carbonated 
chocolate drink. called “Torchy,” 
is now being offered on a fran 
chise basis by the Cloverdale 
Spring Co., Baltimore. Torchy is 
bottled on regular bottling equip 
ment. It is merchandised in a six- 
ounce bottle. having a four leaf 


clover ACL emblem. 


KIST AD PORTFOLIO 


Citrus Products Co. unveils its 
Kist Advertising Portfolio for 1950. 
Lithographed in six colors, the 
book is designed for convenient 
use by the Kist bottler and his 


route salesmen. 





PORTABLE DRUM RACK 


An easy-tilting portable drum 
rack, adjustable for 50 or 55 gal 
lon drums, is offered by Penco 
Enginering Co., 725 Second St. 
San Frencisco. Unit not only 
serves as a barrel hand truck, it 
also enables one man to tilt the 
drum with perfect control, replace 
it upright, or lock it in any posi 
tion 





NEW MRM FILLER 


New automatic rotary filler de 
veloped by MRM Co.., Inc., New 
ark, N. J.. features a removable 
stainless steel tank which can be 
easily cleaned and_ sterilized. 
Contamination is said to be 
eliminated through the use of un- 
exposed threads on all fittings 
and spouts. 





NEW HAND TRUCK 


Development of the Tricart. a 
lightweight tubular steel hand 
truck, is reported by the Melooz 
Manufacturing Co., Los Angeles. 
Weighing only 27 pounds, it will 
handle loads up to 600 pounds. 
The telescoping tripod is adjust- 
able instantly to any position for 
maximum ease of wheeling. 
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NEW SPECIALTIES 


Recently added to the line of 
Bill's Specialty Mfg. Co., Milwau- 
kee, is this series of highly-glazed 
white porcelain ash trays, 
trimmed with 22 karat gold. Match 
holder style has three designs of 
ceramic decals. Bottle ash tray 
and lamp shade ash tray are each 
available in any of 42 national 
brands. 





METZGAR'S “DOLLIE” 


Metzgar Co., Grand Rapids, Mich.. 
is introducing an all-steel light- 
weight cable reel dollie. particu- 
larly adapted to handle wire, 
cable, rope, belting, and other 
rolled fabrics. Unit is available in 
two sizes—one having a two-ton 
capacity; the other, four-ton. Both 
models have the: rear wheel ad- 
justable to accommodate rolls of 
diameters from 20 inches to 8 
feet. 


NEW ALKALI PROTECTS 
APPLIED COLOR LABELS 


Bottles with applied color labels 
make many “extra trips” when 
washed with its new inhibited al- 
kali, “Bottle Wash No. 3,” Wyan- 
dotte Chemicals Corp. claims. 
Here's the evidence: The giant 
bottle at left (note the label) has 
been washed the equivalent of 
50 times with this new zincated 
alkali. The other botttle has also 
been washed the equivalent of 
50 times—but with an uninhib- 
ited commercial alkali. 





NEW LUMINAIRES 
New two- and three-lamp indus- 
trial fluorescent luminaires, with 
2. and S5-inch lamp spacing 
heavy-duty lampholders, are now 
available from the Westinghouse 
Electric Corp., Pittsburgh. Starters 
are mounted in the lampholders. 
indexed to associated lamps, and 
accessible from within the re- 
flector without removing the 


lamps. 





LYON ~ Raumond 


LIFTS LIGHT LOADS 
For elevating and positioning 
light loads, Lyon-Raymond Corp.., 
Greene, N. Y., offers this platform 
which lifts capacities up to 300 
pounds. Unit, utilizing standard 
air pressure, lowers to six inches 


and elevates to 42 inches. 


LIGHTWEIGHT HAND TRUCK 





Weighing less than 12 pounds, 
this new all-magnesium hand 
truck features a curved back 
frame for facility in carrying all 
types of packages and containers. 
Another feature is the addition of 
stair climbers. Magline, Inc., Pin- 
conning. Mich., is the manufac- 





turer. 


CHEMICAL CONTAINER 


A new stainless steel chemical 
container, having a 15-gallon ca 
pacity. has been developed by 
Steel Cooperage Co., Div. of In- 
dustrial Stamping and Manufac- 
turing Co., Detroit. Unit permits 
complete drainage, even by si- 
phonin, because of its spherical 
bottom. 
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lt proves the big advantage of 
Armstrong’s New Hi-Speed Crowns 


See why Armstrong's new Hi-Speed 
Crowns feed faster, snag less, cause 
; wear and tear on hoppers and chutes, and leave less 
in the crowner. Just rub the skirt edge of one of 
crowns across the surface of your desk blotter. 
Notice how little lint it collects. Now rub an old-style 
rown across the blotter. See how much more lint it col- 
That’s because old-style crowns have a burr on the 
ide of the skirt, and Armstrong’s new Hi-Speed 
s has the burr on top 
As a result, Armstrong’s Hi-Speed Crowns flow more 
easily and efficiently through the lines. They reduce down- 
time appreciably. Scarred and marred decorations, too, 
are reduced to a minimum 
There’s no extra charge for Armstrong’s new Hi-Speed 
Crowns. Immediate delivery in any quantity. Ask your 
Armstrong representative or write direct te Arm- 
trong Cork Company, Glass and Closure Divi 


ion, 6304 Prince Street, Lancaster, Pennsylvania 
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OLD-STYLE CROWN 





NO BURR ON UNDERSIDE 

The diagram (below) shows how the burr 
on the skirt edge has been eliminated on 
the underside of the Hi-Speed Crown. 
Compare this to the diagram (above) 
which shows the old-style formation with 
the burr on the under edge. 


@ ‘THERE'S A SOURCE OF SUPPLY NEAR YOU 


' 


ARMSTRONGS CROWNS 


National Bottlers’ Gazette 





New Wall-Type Bottle Opener 


Krag Steel Products, Inc., 
Chicago, Illinois, have developed a 
new wall-type bottle opener, espe- 
cially designed to eliminate chipping 
of bottles. Made in either cold rolled 
or stainless steel, the opener ac- 
commodates all sizes of crowns, in- 
cluding 36mm crowns. Space for 
advertising in full color is provided 
on the “shield” or top of the opener 
By use of full color a direct tie-in 
may be made between the bottle 
label or crown and the opener itself 
The opener comes complete with two 
self tapping screws for mounting 


on either metal or wood surfaces 


Further information and prices 
may be obtained by writing Krag 
Steel Products, Inc., 321 N. Albany 
Ave., Chicago 12, Illinois. 


New Disinfectant—Deodorant 


A new non-poisonous dis 
infectant cleaner, called “Bacterol,” 
Zacterol 
Newark, N. J 


Since it is non-poisonous and in 


has been deve loped by the 
Corp. of America, 
harmful 
than ordinary tap water, the com 


proper dilution no more 


pany says that it can be used with 
complete safety anywhere. Bacterol 
is available in one gallon, 5 gallon 


and 50 gallon sizes 


Valentine Money Chests 


A new, 
money chest that features a “night 


large-capacity 


depository” for driver-salesmen is 
being produced and marketed by the 
Valentine Safe and Lock Works, 
La Porte, Ind their 
money in sealed or locked bags, in 
sert it in the chest, lift the receiv 
ing knob of the hopper, and the 
money drops safely into the lower 


Drivers place 


compartment or receiving chest 


Saw tooth guards make it impos 


sible for anv deposit to be retrieved 


once the hopper is lifted 


Huge Garage Started by 


Pepsi-Cola Co. 


The Pepsi-Cola Company 
has awarded a contract for the de 
sign and construction of a new 
garage adjacent to its plant at Long 


Island Citv, N. Y 


contain 26,000 square feet of floor 


The garage will 
space 
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TWITCHELL MOVING TO LARGER PLANT 


S. Twitchell Co., flavor, color, and equipment suppliers, is moving to new 
and larger quarters (shown above) in Camden, N. J. The company ex- 
pects to be completely instalied in its new home by May 1, 1950. During 
the relocation, there will be no cessation of operations. 





Columbia Filters Resumes 
Full-Scale Operations 

Filters, Ine 
Hawthorne, N. J., has announced 


Columbia 


the resumption of full-scale opera- 
tions 

A new and larger plant building 
has been erected to replace its for 
mer factory which was destroyed by 
fire several months ago 


Carrier Corp. Reporis 
On Earnings 

Carrier Corporation, Syra 
cuse, N. Y 
conditioning, 


manufacturer of air 
refrigeration and in 
dustrial heating equipment, recent 
ly reported a net profit of $1,834,967 
for the 
11, 1949, compared with $2,710,412 
for the fiscal year 1948 


fiscal year ended October 


In its annual report, the corpo 


ration revealed plans for the con- 
struction early in 1950 of a new 
plant, adjoining the modern 13 acre 
manufacturing building acquired 
from the War Assets Administra 
tion in 1947 


New Odorless Paint 

Odorless paint has been 
developed and is being marketed by 
Varnish 
Street, 


the Keystone Paint and 
Company of 71 Otsego 
Brooklyn, New York 

Interior painting may now be 
done on a year-round basis, the 
company says, and need not be con- 
fined to the months in which the 
weather permits the opening of 
windows for ventilation during and 
after work. The absence of ob 
noxious paint odor also makes for 
increased efficiency in application 
and a saving in painters’ time and 
wages, the company adds 





NEW IN-FOUNTAIN 
DRINK DISPENSER 


Canada Dry’s new in-foun- 
tain dispenser provides a 
proportional mix of syrup 
and carbonated water in a 
continuous flow, for consis- 
tent flavor and economy. 
Unit requires no ice as its 
syrup pre-cooling chamber 
is submerged in the foun- 
tain refrigeration compart 
ment. Though it holds more 
than a gallon of syrup, it is 
compact (43," wide by 12” 
deep). With different iden- 
tifying decals it can be used 
for Ginger Ale or any other 
Canada Dry beverage 
flavor. 














DOUBLE-COLA 
FATHER-SON 
COMBINATIONS 


Double-Cola is honored with many fine father-son 
combinations. Here are a few of the close-working 
teams that have built successful Double-Cola bus- 
inesses through the years. 


WHY YOU SHOULD 
BOTTLE DOUBLE-COLA 


Ask any Double-Cola Bottler... he'll vouch for these 
important reasons why you should bottle Double-Cola: 


1. Double-Cola’s qualty is outstanding. Taste it...compare 
it with any other cola drink on the market. 


2. A formula proven beyond any doubt by more than 
twelve years of successful operation by many Double- 
Cola bottlers. 

3. A parent company that knows the bottling business 
from actual experience for more than thirty years. 

4. Approximately 70 per cent of all soft drinks sold to 
the consuming American public are cola drinks. 


5. The name is a “natural” for a 12-ounce bottle. (There. 
is Double-Cola Jr. too in a 7'2-ounce bottle). 


6. A genuine cooperative advertising program. 
7. Distinctive, sales-producing advertising materials. 


For a great franchise, write us today. 


THE DOUBLE-COLA COMPANY 


CHATTANOOGA &, TENNESSEE 


DOUBLE 
COLA 
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PERSONNEL CHANGES 
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THAYER HOPP KNEPPER SPARKS 





Important changes in sales personnel of the Glass Container Division of 
Owens-Illinois Glass Co. were effected recently. Charles J. Kiger has 
been promoted to New York Beverage Industries manager. John R. Brown 
has been made a special sales representative in the company's Bev- 
erage Division at Toledo. James W. Colbert has been named assistant 
eastern sales manager, and E. C. Jones, assistant Chicago branch man- 
ager. Four promotions to branch managerships were also made. The new 
branch managers are John W. Thayer, New York: Harold D. Hopp, St. 
Paul; H. C. Knepper, Columbus, O.; and W. W. Sparks, Kansas City. 





Pressed Steel Tank Co. 


Herman Merke r, formerly execu- 
tive vice-president, has been named 
president of the Pressed Steel Tank 
Co., Milwaukee, by the firm’s board 
of directors. He assumes the duties 
of the late H. O. Brumder 

The board also elected W 
Brumder, senior vice-president of 
the First Wisconsin National Bank, 
a director of the company. The fol- 
lowing officers were re-elected: 
R. P. Dieckelman, vice-president 
and treasurer; W. E. Coakley, vice- 
president ; N. A. Evans, vice-presl- 
dent; G. F. Brumder, vice-presi- 10 MORE “D-MEN” 
dent, and G. G. Brumder, secretary 


Herbert P. Brumder, Herman Mer- 


Neeco Div., Atlantic Extract Co. 


Neeco Division of the Atlantic 
Extract Company, Boston, has an- 
nounced the appointment of two 
sales representatives. They are 
Larry J. Lauricella and Charles A. 
Gannon. 

Mr. Lauricella, operating as the 
Olympic Sales Company, Terminal 
Sales Building, Seattle, Wash., will 
cover Oregon, Washington, Califor- 
nia and Nevada. Mr. Gannon will 
cover Rhode Island, Connecticut, 
and part of Massachusetts. 


Chas. Pfizer & Co., Inc. 


Three promotions in the internal 
Sales Department of Chas. Pfizer 
& Co., Inc., Brooklyn, N. Y. manu- 
facturing chemists, were announced 
recently by F. J. Stock, vice presi- 
dent in charge of sales. 

Robert H. Briggs, former man- 
ager of the company’s Industrial 
Sales Division, was named assistant 
general sales manager. Marshall N. 
deNoyelles was appointed Eastern 
regional sales manager, and Rich- 
ard Burnham will head the sales 
service department. 


New “D-Men.” field service representatives of the Diversey Corp., Chi- 
cago. are introduced to the trade. Rear, left to right: K. A. Kircher (Pacific 


ker, R. P. Dieckelman, W. E. Coak- Div.), F. C. McGready (Eastern Div.), C. E. Brown (Eastern Div.), M. R. 


ley, G. F. Brumder, and G. G. Brum- 


Colvin (Southwestern Div.), D. L. Rasmussen (North Central Div.). Front: 
B. K. Kennedy (Pacific Div.), M. B. Freeman (Central Div.), W. W. Marston 


der are also members of the Board (Southwestern Div.), J. Sales, Jr. (Southwestern Div.), C. E. Walker (South- 


of Directors western Div.) 
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Specialty Engineered Compare Zephyr bodies with any other make on the market. 
Compare them for quality—for performance—for price. 


You'll find there's only one answer: 
Zephyr is the best buy regardless of price. 
Light weight construction, hi-tensile steels 
BEVERAGE 


and all-electric welding assure long life 


BODIES for chassis, body, cases and bottles. 


— Ee ie —| Weight reduction of 500 to 
“ia | oa 1,000 Ibs. reduces operating 
Sig j | 





and maintenance costs right 
down the line. 


es . : 7 
Volume production and specialized 
engineering guarantee lowest initial 
prices and continued savings to you. 


Write Us On Your Immediate Re- 
quirements. 


NEW LOW PRICES 


Quantity Discounts On Orders Of 6 Or More 


SPECIALTY ENGINEERING CO. 


ALLEGHENY & TRENTON AVES. 
PHILADELPHIA 34, PA. 








“The FINEST 
DRINK VENDOR in 
merchandising history.” | a 


i real | 
...the kind millions heve 
enjoyed since childhood . . . 
9 p need a oy over 250 bottlers with phenomenal 
° ) ond profitable) sales. Write today—franchises 
_ -Mike Hammergren f ovailable in many territories. 

s Vend Sel c ~ (Tom Collins Jr. franchises also nee nonage 

resident SuperVen ales Corp. »* 912 Sycamore St 
° P ” . A, J. LEHMAN co. Cincinnati 2, Ohio 











write for details to: 


DRIVERS’ DEPOSITORY 
SALES CORPORATION MONEY CHEST 


. See Will pay for itself in lowered 

134 N. LaSalle St., Chicago 2, Illinois. insurance rates and saved sal- 
aries. Underwriters’ Labeled 
and guaranteed. The LO 


Low- 
: EST PRICED CHEST 
SuperVend drink vendor serves three flavors. Also KIND ow 


available with HOT DRINK ATTACHMENT for hot FORMATION tmCaee 


; — ING LIST OF BOTTLER 
chocolate or hot soup in addition to the three regular USERS. 


Available 
drinks. with both doors 
on same side—or with 

doors on opposite sides 


VALENTINE SAFE & LOCK WORKS ‘iibmna’ 
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| SETHNESS CARAMEL COLORING 


Brilliant * Free Flowing * Acid-Proof 





( Sethness means uniform, dependable Caramel. Your cus- 
We little goes a long way tomers depend upon you... you can depend upon us for 
brilliantly clear, free flowing, acid-proof, Caramel Color- 
ing. Take no chances—be assured of quality and uniform 


strength. Take advantage of our experience and service. 


- Owr Anniversary 
1880-1950 


Scthuress PRODUCTS COMPANY 12° W- Division street, chicago 22, Ino 








NAMED AD MANAGER 


C. H. Adamson has been pro- 
moted to advertising manager of 
the Alvey Conveyor Mfg. Co.. St. 
Louis. He formerly was assistant 
chief engineer of the Alvey Co. 








Armstrong Cork Co. 


Several personnel changes have 
been made in the sales organization 
of the Glass and Closure Division of 
the Armstrong Cork Company, Lan- 
caster, Pa., according to an an- 
nouncement by Roger Hetzel, gen- 


eral sales manager 


1. J. Grimaldi has been appointed 


a salesman in the New York dis- 


CANADA DRY NAMES 


Luther H. Soules has been ap- 
pointed manager of the Dallas 
division of Canada Dry Ginger 
Ale. Inc. He succeeds Frank 
Jenkins. 








trict office. P. W. Triplett has been 
transferred from the Detroit dis- 
trict office to Atlanta. P. C. Luf- 
burrow has been transferred from 
the Cleveland district office to De- 
trot 


Mack Trucks, Ine. 


Two appointments were 


an- 
nounced last month by the Mack 
Trucks’ organization 


JOINS JACOBOWITZ 


W. E. “Bill” Newman has been 
added to the home office sales 
staff of the Charles S. Jacobowitz 
Co., Buffalo, N. Y. He formerly rep- 
resented Liquid Carbonic Corp. 








W. E. McLean was elected vice- 
president and sales manager of the 
Mack Motor Truck Company’s New 
England territory with headquar- 
ters in Boston. 

T. H. Jones was named manager 
of Mack-International Motor Truck 
Corporation’s Southern division, 


with headquarters in Atlanta. 





STANDARDIZED CANE SUGAR SYRUP 


CONTROL batches by the turn of by the 


DECREASE your labor costs... 
INCREASE your production... 


use of 
a stable, 


avalve... 


LIQUID 


Se THE NULOMOLINE Division a’ 


SUGAR SYRU PS «wi 





ELIMINATE bag dust, lint, and 


sugar spillage ... 


) . 
uniform 


SUGAR 





TANK CARS—TANK WAGONS—DRUMS 


Order direct or through your Sugar Broker 





THE NULOMOLINE DIVISION 


AMERICAN MOLASSES COMPANY 
120 Wall Street New York 5, N. Y. 
Plants at 
LOS ANGELES, CAL. 
MONTREAL, CANADA 


BROOKLYN, N. Y. 
CHICAGO, ILL. 
“Ree. U. S. Pat. OF 
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CANADA DRY 


RE-ORDERS TOPFLIGHT 


“Highly desirable," says 
art and display chief 


Topflight Tape is lustrous, colorful 
cellophane which is self-adhesive. 
It can be placed instantly most any- 
where. Particularly in many spots 
no other advertising can be used. 
These are some of the reasons for 
so many re-orders of four standard 
Canada Dry strips. 


Important item 


Shown here, W. H,. Reinhardt, Canada 
Dry’s Art Director and Display Man- 
ager demonstrates how easily and 
quickly a strip of Topflight Tape can 
be applied to a strategic spot ina 
retail store. Mr. Reinhardt said, 
when these strips were first adopted 
“Lexpect Topflight Tape to become 
an important item in our display 
activities. Its versatility alone 


makes it a highly desirable item.’ 


Bottlers say that it is as easy to 
apply Topflight Tape as it is to un- 
cap a bottle of Canada Dry. 


TOPFLIGHT TAPE COMPANY 


Erwin HuBer, President 


YORK PENNA 


Cola, Cherry, 
Chocolate 


You'll handle these—and all other bottled drinks 

faster, safer and cheaper on Rapistan Mat rl il Flow 
equipment Rapistan conveyors move bottles and 
cases continuously from bottling to storage, and into 
de live ry truc ks They reduce breakage ° ° speed pro- 
duction...make it easy to handle more business with 
less effort. And these sturdy conveyors give you trou- 
ble-free service—k ng after others have been replaced. 


W rile for details! 


“Rapiston’’ and ‘‘Moterial Flow'’'—T. M. 


MATERIAL flow EQUIPMENT 


THE RAPIDS-STANDARD 
COMPANY, INC. 


248 Rapiston Building 
Grand Rapids, Michigan 


Representatives in Principal Cities 





CONVEYORS Power or Gravity, Portable or Stationary 
CASTERS * PLATFORM TRUCKS * HAND TRUCKS 


AMERICA’S FINEST BEVERAGE COOLERS 
“ 








144 


POINT O 
10N . 
DECIERTISING 


TOPFLIGHT TAPE CO. 


G vat 
sith 
weg 


The FIRST drink in American Beverages—the 
only “Something New" for the Bottler in 1950 
We believe Pennsylvania Dutch Birch Beer is 
one of the lowest cost franchises on the market 


We Invite Your Inquiries. 


THE PENNSYLVANIA DUTCH FOLKS 


Div. of JU-C-ORANGE of America @ Lebanon, Pennsylvania 


CLEVER SMART 


Watch for Something New 
in Coolers and Vendors 


Tie BEVCO Company. Ine. 


3110 N. 11th Street @ St. Louis 7, Mo. 
CHOICE OF THE TRADE IS THE “BEVCO-MAID” 
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Sethness Products Co. Marks 70th Year 
of Caramel Color Manufacturing 


7. 1880, Charles O. Sethness 
commenced under his 
own name in a small wooden build- 
ing at 1218 Milwaukee Avenue, Chi- 
cago, Ill. Now, 


operations 


seventy years later, 
the general office of Sethness Prod- 
ucts Company is but a few blocks 
removed from the site of the origi- 
nal building, and Mr. Sethness, who 
is very active for all his ninety 
years, is retired and 
Seattle, 
watches 


living in 
where he 
interest the 
continued growth of the firm which 
he started. 

At first the company manufac- 
tured flavors for the soda water, 


Washington, 
with great 


and candy trades; however, 
only a very short time 


fore he 


liquor 
passed be- 
began producing caramel 
which is the only product 
manufactured by the parent com- 
In 1934, Sethness Prod- 
divorced itself en- 
extract and flavor 
in that year the C. O. & 
W. D. Sethness Products Company 
was chartered, 


color, 


pany today. 
ucts Company 
tirely from the 


business ; 


and they carry on 
with the production of these prod- 
ucts 

It is interesting to compare the 
early methods of caramel color man- 
ufacture with those used today. The 
first caramel color kettle employed 
cast iron 
construction, although it did have a 
The kettle was 
taking a 500-lb. charge 
of sugar and producing 50 gallons 
of color. The kettle was heated by 


by Sethness was of crude 


mechanical agitator. 
very small, 


a direct coal fire and, as can be 
imagined, uniform burning tem- 
peratures were practically impos- 
sible. Old records indicate from 6 
to 8 hours were required to pro- 
duce a 50-gallon batch of color. This 
color was crudely filtered by hand 
through ordinary cheese cloth. It is 
interesting to note that old formu- 
las specified the product as “grape 
sugar” which was the name given 
sugar”. The 
“grape sugar” was packed in slack 
wooden sugar barrels from which 
the contents had to be removed with 


for “corn so-called 


the aid of an axe and a very strong 
back. 

In contrast to the first 
kettle, Sethness today operates huge 
stainless steel kettles which 
accommodate a 20,000-lb. charge of 
These kettles are carefully 
and accurately heated by steam, and 
all batches are thermostatically 
controlled. Kettles are equipped 
with recording thermocouples, and 


50-gallon 
easily 


sugar. 


printed records of every batch are 
a matter of course. In place of the 
old cheese cloth filtration, both 
super centrifuges and giant filter 
Finished 
is entirely free of insoluble 


presses are in daily use. 
color 
matter and retains its sparkle and 
brilliance in beverages indefinitely. 
In place of the old barrel packaged 
“grape sugar”, Sethness today uses 


specially processed liquid corn 


sugar, and daily deliveries of 250,- 


000 Ibs. are commonplace. 


Charles O. Sethness (left) started 
the business in 1880. Charles Seth- 
ness, Jr., (right) carries on the tra- 
dition. 





The pride of Charles Sethness, 
Jr., present owner and manager of 
the company, is their spacious and 
exceptionally well equipped labora- 
tory, where two competent chemists 
are constantly employed. The com- 
pany prides itself on its positive 
control over both raw materials and 
finished batches of color. 

Whereas back in the past cen- 
tury, the liquor trade was the larg- 
est Sethness customer, today the 


soda water industry stands head 
and shoulders over all others. Lead- 
ing cola and root beer franchise 
houses keep Sethness busy 
supplying their quality caramel in 
both box car and tank car quan- 


today 


tities. Up to a very few years ago, 
tank car shipments of caramel were 
unheard of; however, the company 
expects that tank car movements 
will become commonplace in the 
near future as the rapidly expand- 
ing soft drink industry continues 
its growth. 








ol over 
30 90 7-SHURTS 


HOOVER 80. his produ! 


ome t 
ond d bet © of * puRcHS 


otties of 





WRITE OR WIRE FOR PLANS T0 
INCREASE. youR SALES WITH 


/"COL-FAST” 
T-SHIRTS 


.. and have free colorful the Perfect Answer to 


your STEAM PROBLEMS 


advertising for months 
and months. 


VICTORIA 


SILK PRESS, INC. 
805 LUCAS AVE. 
ST. LOUIS 1, MO. 


WATER TUBE 


BOILER 


The ONE Boiler 


2414 
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Now AISCo 
Gees. HLL 


To Every Type 


Kisco Boiler & Engineering Co. 


‘ t Write for Catalog DSA-4 





ls Adaptoble 
of Fuc 











ALABAMA 
Arthur W 


elected vice pre sident of the 


Ansley, 3rd has been 
Pepsi 


Cola Bottling Co., Inc., Montgomery 


ARIZONA 
The Apex Bottling Co., Phoenix, 
has been granted a Hires franchise 
The Hires Bottling Co. has been 


organized in Tucson 


CALIFORNIA 

sill Shockley has sold his inte) 
est in the Grapette Bottling Co., 
Oakland, to Richard Stevenson. Mr 
Stevenson will manage the plant 
New plant of the Coca-Cola Bottling 
Co. at San Mateo has started opera 


tions. Owne) Paul B. Bacon 


Majestic 


Bottling Co., one of San 


Francisco's oldest beverage firms, 


has ceased operations Fred Bregler, 
plant manager, has assumed a simi 
lar position with the Yosemite Bey 
Ky incisco 


o. of Sar 


Kist Bottling Co., San Francisco, 


1 
Delaware 


has added Punch to its 
line. R. C. Roehrig is owner-opera 

of the firm Plant offices of 
Belfast Beverages ne., San Fran 


CISCO, have been moved to new qual 


ters at the Pepsi-Cola Bottling Co 
which is unde? same ownership 
Mutual Citrus Products Co., wit 


headquarters and plant at Anaheim, 
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will install a plant for low-tempera- 
ture treatment of citrus juices. Mo 
Bros. 


jonnier equipment will be 


used Damerel-Allison Co., plant 
at Covina, will enlarge production 
facilities of citrus concentrates 
Firm will add concentrated lemon 
ade to the present line, 
Golden Citrus Juices, Inc. will 
build a million dollar citrus concen- 
trate processing plant at Fullerton 
Thomas J. Eadington 


organization 


MODERN SIRUP ROOM 


heads the 


BOTTLER 
BRIEFS 


COLORADO 

Allan Lott has been named man- 
ager of the Grapette Bottling Co 
at Trinidad. He formerly managed 
the Grapette operation at Albu- 
querque, N. M 


CONNECTICUT 
Neeco Coffee Soda is now being 


bottled by the National Spring 


Water Co., Stamford 


Modern sirup and mixing room of the new Whistle Bottling Co. plant at 
Peru. Illinois. features stainless steel equipment. The floor is finished with 
acid resistant tile and the sidewalls are of white tile trimmed in black. 
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The Easy, Automatic Way to... 


COLLECT THAT EXTRA 
PENNY ON 6¢ DRINKS 


PENNY - OPERATED 
PAY - PULL UNIT FITS 
ANY BOTTLE VENDOR 


MORE TRIPS PER CASE 
LOWER COST PER TRIP 


New, easy way to collect the 
tax, or extra cent on 6c drinks 
anywhere. Vendor collects 
nickel for bottle; Pay-Pull 
collects a penny to open it 
Easily attached to any ven- 
dor or dispenser. Inexpensive 


work-and-worry-saver 


PENNY UNIT 


Nickel and dime-operated $ 
Pa,-Pull units also available a 
All units guaranteed 
NICKEL UNIT $17.50 
TRADE DISCOUNTS DIME UNIT $18.50 


AVAILABLE F. O. B. FACTORY 


PAY-PULL MANUFACTURING CO., Inc. 


720-N San Pedro Avenue 


TREEN QUALITY COTTONWOOD 
BEVERAGE CASES STAND 
THE TEST OF TIME... 


The Treen name has been synonymous with 
quality for more than a half century, on bev- 
erage cases of every description. If you want 
a case duplicated or specially designed, con- 
tact us expecting a case supreme at an eco- 


EXTRACTS po mi price, and dependable, prompt 


Are Your Springtime 


San Antonio |, Texas 











Song for Profits! 


If you don't know about the high 
quality DeLisser line, let us intro- 
duce you to some of our leaders: 


IN GINGERS 
Pale Dry & Golden 
2 Oz. Pale Dry 
No. 1828—2 oz. & 4 oz. 
Cream 1 oz. 
Hi-Y-Ee (Pineapple) 1/10 


Since 1869, DeLisser has pioneered in 
manufacturing extracts which invite 
comparison. For your own satisfaction 
send for a trial gallon 


For acarry-home we 
recommend our low 
4-compartment case. 
Wewill manufacture 
any type, ste or size 
of beverage case to 
meet your specifica- 
tions and require- 
ments. Wire, write 
or phone JEfferson 
5-4490 for delivery 
information. 


FULL LINE OF SODA WATER FLAVORS 
WRITE FOR SAMPLES & PRICES 


TREEN Box COMPANY 


Tioga and Memphis Sts., Phila., 34, Pa. 
“ACES IN CASES” For ovER 50 YEARS 
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N.Y. + 505 Fifth Ave. 
MUrray Hill 2-2813 


FLORIDA 


William L. Forster, Jr. has pur- 
chased the Grapette Bottling Co., 
Vero Beach, from Seth B. Kittrell 
and is managing the operation 

Frostie Bottling Co., Maitland, 
owned by Paul M. Carmack and 
Charles M. Dodd, is reportedly put 
ting out Frostie 
weekly Clicquot Club Bottling 
Co. of Orlando, Inc., Winter Park, 
has been sold to Richard B. Lobb 


and Roland P. Lane 


2.000 cases of 


ILLINOIS 

Whistle-Vess Bottling Co., Cen 
tralia, was recently purchased by 
Glenn Gidley and Joe Bryar. Plant 
was formerly Fred W 


Schulzke 


owned by 


INDIANA 
Harold Auer recently purchased 


the interest of Herbert F. Keltz in 


Some 7hings Dout eed Labels... 


ALL Goop pRopucts DO)/ 


SPIELMAN COMPANY, 


the Seven-Up Bottling Co., Clinton, 
and is now a co-owner of the firm 
along with Arthur Auer and Charles 
V. Cooper 


IOWA 


Controlling interest of H. B. 
Kirkland in the Dr. Pepper Bot 
tling Co., Cedar Rapids, has been 


John W 


who will manage the operation 


purchased by Herndon, 


KANSAS 

Bob Dunn has been appointed 
manager of the Grapette Bottling 
Co., Wichita. Mr. Dunn was for 
merly a regional manager for the 
Grapette Co 


KENTUCKY 

E. Vernon Short, former district 
representative for the Dr. Pepper 
Company has become sales manager 
of the Dr 


Paintsville 


Pepper Bottling Co. at 


STAINLESS NICKEL 
STEEL ALLOY 


SANITARY 
AND BRINE 


= 


FITTINGS 


VALVES 


LINE 
FILTERS 


TUBING 


t 
= 


L. C. THOMSEN & SONS, INC., KENOSHA, WIS. 
Sanitary Equipment for the Processing Industries 


Inc. 


WITH APPLIED COLOR LABELS 


Creators and Producers of 
LABELS DISPLAYS 
POSTERS DECALCOMANIAS 

POINT OF SALE ADVERTISING 


161-171. LEVERINGTON AVENUE’ 
PHILA. 27, PA. - IVyridge 3-6100 


MARYLAND 

Seven-Up Bottling Co., Inc., Bal- 
timore, has erected a_ two-story 
plant adjacent to their suburban 


Catonsville quarters. 


MASSACHUSETTS 
Fisher Ginger Ale Co., Waltham, 
has added Neeco Coffee Soda to its 


line 


MICHIGAN 

New 70,000 square foot plant of 
the Grand Rapids Coca-Cola Bot- 
tling Co. is seven times the size of 
the former operation. Manager of 
this half-million dollar operation is 
A. T. Skeen. .. 
Co., Ossineke, is now bottling Hires 


Ossineke Beverage 


MINNESOTA 

Grapette Bottling Co., Minneap- 
olis, has been purchased by the Dr. 
Pepper Bottling Co., St. Paul. The 
transaction included the sale of ma- 


chinery and equipment, plus exclu- 


Anchorglass 
on BEVERAGE BOTTLES 


Tus SE 


*REG.US 
rat ore.4 
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NATIONAL BOXES BUILT TO 
TAKE HEAVY PUNISHMENT 


Produced from cotton-wood and other 
selected species by expert workmen, 
National Boxes save time and money by 
reducing bottle breakage, repairs and 
repl ts. Nati | will design and 
produce boxes of any size and specifica- 
tion with or without wooden partitions. 


TOWN TALK PARTITIONS 
Tests prove these rtitions ore un- 
breakable and double the life and National Boxes listed below are de- 
strength of the box. Any type National signed to hold 24 botties. Full depth; 
Sex con be fitted with Town Talk Parti- Non-partition. 


1 as. 





10 oz. or less 
11 oz. to 16 oz. 
Steinie Pints 
24 ox. to 32 oz. 


National Box & Lumber Co., Newark 5, New Jersey *: Steinie Quarts 














sive rights to manufacture and sell 
Grapette and Lemonette in the ter- 


ritory. 


MISSISSIPPI 

Coca-Cola Bottling Co., Laurel, 
plans to start construction of new 
quarters this summer. According to 
M. H. McRae, secretary-treasurer 
and general manager, this proposed 
plant will be one of the most mod- 


ern operations in the country 
NEW HOME 


MISSOURI The new plant of the Double-Cola Bottling Co. of Chattanooga combines 
beauty with functional efficiency. Among its features is a large truck 
Better Beverage Bottling Co., dock area. which permits simultaneous loading and unloading of ten 
, trucks. The plant's president is Guy W. Tribble. 
DeSoto, reportedly is operating on 








a 60-hour-a-week basis to keep up 


with demand for its “Jo-Jo,” a non- 

: , MONTANA NEW JERSEY 
carbonated chocolate drink which si . — 
now comprises two-thirds of the Hi-Line Beverage Co., Havre, Title of the Mission Orange Bot- 
firm’s sales volume William W was recently granted an O-So Grape tling Co., Bayonne, was recently 
Massie has memuiiel Rag anil franchise. transferred to the Mission Orange 
“gg ‘ alata aiiied ce : € the Beverage Co. of that city. Messrs. 
Jr. aS assistan anager o e , 

Perlman and Shapiro are new own- 
Salem Coca-Cola Bottling Co. The NEBRASKA ' mn and a 
ers 


latter is now managing the Coca- Gordon Tegels has been promoted 
Cola Bottling Co. at Devils Lake, to route supervisor of the Grapette NORTH CAROLINA 
North Dakota Bottling Co., Scottsbluff. Kings Mountain Beverage Co., 


“Seat Gpaig “tc. cm <uKDE 


CAPTIVE BOTTLE STOPPERS Nickel Plated 





BOTTLE CONV’ *°R CONCENTRATE 


not only Peace |e Lubricates » Cleans « Disinfects « 


Preserves . in ONE Operation 
Your Beverage : ALKALI FREE © DOES NOT ATTACK METAL 


But Also ; 
Gives It A Now Used by Leading Bottiers 


Permanent Cc ON A D E 


| tificati 
dentifica ion Is NOT Soap 


Standard Type Captive Type It cannot build up, oxidize, corrode, gum or cause bottle residue. 
Snaps on and off in a flash ¢ Stays on when contents are consumed « A one Order now—5 gallons at Drum price of $2.75 per gal., F. O. B. Chicago. 
hand operation—opens and closes. Seals contents air tight © All the live sparkling {Dilute 8 or 9 parts water to one of Conade.) 
arbonation is assured to the contents of opened bottles * Cap remains clear of Also inquire about dispensers... 
the opening in the pouring operation « Enhances the appearance of the bottle 


FOR PRICES AND SAMPLES 
SEAL-AGAIN BOTTLE STOPPER CORP. aee Sauna 


1775 BROADWAY NEW YORK CITY 
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i ge oe gee 


se. coe 


RE NE: ERENT ES 


Fruit Orange Beverage Bases ... Orange Emulsions E 


* Pale Dry Ginger Ale Extracts (Montreal & All American) 
"The Ginger Laboratories” 


Flavors @ Colors @ 


Essential and Brominated Oils 


Packed in Gallon Jugs or Returnable Stainless Stee! Drums 





v-& E- KOHNSTAMM, Inc. 


329 CANAL STREET: 
5-1504 - 


Telephone: 


Kings Mountain, has added “Jo-Jo” 
to its line of beverages. A non-car- 
bonated chocolate drink, “Jo-Jo” is 
a product of Bob’s Cola, Inc., At 


lanta, Ga 


OHIO 
A Standard-Knapp packer 


was recently installed at the Seven- 


Case 


| p Bottling Co., Napoleon 


W Alker 


NEW YORK 
Cable Address: 


13, N. Y¥. 
VEKOSTAMM 





BUYS PLANT 


PENNSYLVANIA 
The Nehi 


town, has been purchased from W. 


Bottling Co., Johns- 
H. Lane by a newly formed corpor 
Eakins, 


reportedly 


ation headed by George J. 
Jr. The operation was 


sold for $40,000 


SOUTH CAROLINA 
Bottling Co., Cal- 


houn Falls, have obtained an O-So 


Rose & Sons 


Dave E. Carroll has purchased Grape franchise 
the business of the Coca-Cola Bot- 
tling Company of Youngstown, 
Ohio and is now president and 
general manager of that com- 
pany. Associated with various 
Coca-Cola operations since 1930, 
he most recently was vice-presi- 
dent of the La Salle Coca-Cola M 
Bottling Co. in charge of the Mil- 
waukee and other Wisconsin 
operations. 


UTAH 

Mission Orange Bottling Co., Salt 
Lake City, has added B-1 to its line 
P. Duncan heads the firm. 


WASHINGTON 
William H. Parks now heads the 


Longview 





Coca-Cola Bottling Co., 


OREGON 


Dalle Longview. 


SHIFTED Soda Works, Dalles, ha: 
Eldor Baden. formerly office man been granted a Hires franchise.... 
ager of the Seven-Up Bottling J.-E 
Company at Napoleon, Ohio, has 
been appointed Comptroller of 
the Seven-Up Bottling Company of the 
at Omaha, Nebraska. 


WISCONSIN 
Fee’s Bottling Works, Shullsburg, 


recently 


Paul has assumed the post of 
vice-president and general manager 
White Rock 
Portland 


Sottling Co., acquired an O-So Grape 


franchise. 





The World’s 
Best 
Opener 





TRADE MARK REG. 
STATIONARY 
BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 


SECTION 
REMOVED 
SHOWING 
sit VEW 


only 
$1185.00 
@ The KEENLINE CASCADE MINER } all size 


$2 of. The bottles 


syrup and carbonatec ate 2 £0 during its 


bottles 6 of. to 
sre turned in a « » cirele which keeps the 
course of 


travel through complete turns 








complete information write for folder @-7 


NOW IT WORKS 
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Report Record Sales Year 


Wm. Taylor & Son, Ltd., bottlers 
in Owen Sound, Ontario, recently 
reported that the highest volume of 
business in the company’s history 
was transacted during 1949. Com- 
menting on sales prospects for 1950, 
a company official said, “it appears 
now that we will have just as good 
a year in 1950, if not better”. 

The company recently completed 
an extensive 


expansion program, 


including the installation of new 
machinery and equipment and the 
addition of several units to its truck 
fleet 

The company began operations 
under the name of Taylor & Pringle 


over 66 years ago 


Windsor Canada Dry Plant 
Completed 


Construction has been completed 
on the new Canada Dry operation 
in Windsor, Ont., and the plant is 
Known as Can- 
Zottling Co. (Windsor) 


charge of 


now in production 
ada Dry 
Limited, the firm is ir 


Faulconer Gauthier 


Beer Consumption Up In Canada 
Consumption of beer in Canada 
more than double what it was 


1 years ago 


Canadians consumed approxi- 


mate 175 million gallons of the 


product in 1949, as compared to 


about 66 million gallons in 1939 


April, 1950 








Firm Adds Ginger Beer to Its Line 


Ginger Beer has recently been 
added to the line of Chapman Bros., 


bottlers in Amherst, N. S. Head of 


this firm is Allan Chapman. 


Added to Wonder Orange Staff 


Further Wonder 


Orange Company's sales organiza- 


expansion of 


tion in Canada by the appointment 


of Ernest J. Adams as representa- 


E. J. Adams 





tive for the Provinces of Ontario 
and Manitoba, has been announced 
by Robert L. 
export 


Bean, secretary and 
manager of the Chicago 


franchise company Previously, 
Food Factors Regd. of Montreal had 
Quebec - Maritime 


agents for Wonder 


been named 
severages and 
Rummy 

Mr. Adams, who will make his 
headquarters in Toronto, brings to 
his new post a knowledge of the 
beverage industry through his work 
with bottlers as an industrial con- 


sultant. 











Celebrating Seventieth 
Anniversary 


Allan’s Beverages, Montreal, is 
celebrating its seventieth vear of 
continuous business operation. The 
firm was founded in 1880 by the 
late Robert Allan. Present manage- 
ment of the firm consists of William 
Carment, president and managing 
director; Jales Primeau, sales man- 
ager and Alex Glencross, secretary- 
treasurer 


New Kop Plant 


Construction will shortly begin 
on a new 1% story plant for Kop 
Beverages Ltd., Montreal. The new 
plant will have a floor area of 20,- 
000 square feet and a capacity of 
500,000 cases annually. Cost of the 
new plant and equipment is esti- 


mated at $235,000. About 50 per- 


sons will be employed. 


Plant Holds Open House 


Approximately 2,000 persons 
were present at a recent celebration 
commemorating the opening of a 
new plant of the Drumheller Bot- 
tling Works, Drumheller. The plant 


is owned by James Hawkins. 


Seven-Up Names 
Advertising Head 


Douglas I. Patterson has been 
appointed head of the publicity and 
advertising department of the 7- 


Up Company of Canada, with head- 
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quarters in Toronto. Mr. Patterson 
formerly was associated with the 


M. W. Graves Co., Bridgetown 


Taylor Forge Launches 
Canadian Subsidiary 


Taylor Forge & Pipe Works, Chi- 
cago, has announced the formation 
of Taylor Forge & Pipe Works of 
Canada, Ltd 


W ill be 


This new subsidiary 


located at Hamilton, On- 


Just the other day we received 
that compliment from one of our 
“botler’’ accounts. You, too, can 
count on that double benefit— 
crystal-clear bottlesand extremely 
low bacteria counts when you use 
Oakite Botutle-Soak. 

Specially compounded for 
use in soaker or hydro-soaker 
washers, this highly-active deter- 
gent... Oakite Bottle Soak... 
completely removes dried-on de- 
posits and gummy residues. At 
the same time, Oakite Bottle-Soak 
chemically sterilizes bottles to 


give you low bacteria counts. 


brochure F 4176. FREE! 
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tario, and will augment the produc- 
tive capacity of the company which 
now has plants at Chicago, Illinois; 
Carnegie, Pennsylvania; and Fon- 
tana, California. The new facilities 
at Hamilton will permit the com- 
pany to participate actively in the 
Canadian market for the products 
of its manufacture. 

Taylor Forge & Pipe Works was 
Hall Tay- 
lor who is Board Chairman of the 


organized in 1900 by J. 


“Bottle-Soak beats anything 
we ever tried for getting 
bottles clean and keeping 


bacteria counts 


FREE booklet tells how to get low-cost 
boule washing and low bacteria counts 


In addition to those two desirable features, Oakite Bottle-Soak helps 
prolong washing-solution life. It reduces foaming (helps cut down costly 
overflow ). It minimizes lime-scale build-up (haps hold down power and 
steam costs). For the complete “Bottle-Soak” story send for descriptive 


OAKITE PRODUCTS, INC., 264 Thames St. NEW YORK 6,N_Y. 


OAKITE 


nical Service Representatives in Prin 


SPECIALIZED INDUSTRIAL CLEANING 
MATERIALS + METHODS + SERVICE 


spal Cities of U.S. & Canada 


company. It produces engineering 


products, notably wrought steel 


fittings for pipe welding, spiral 
welded pipe and a wide range of 
heavy forgings for boilers, pressure 


vessels, etc 


Sidelights On Canadian Bottlers 


Did you know that: 


John Garland, of Silver Foam 
Beverages, North Bay, is a member 
of the Canadian parliament. 

Park Manross, of Wishing Well 
Drinks, London, Ont., also once sat 


in the house. 


Mel Hill, now 
Peacock 
for many 
hockey player 
Maple Leafs. 


connected with 


Beverages, Regina, was 
outstanding 
with the 


years an 


Toronto 


Bill Potts, co-owner of Whipper’s 
other than 


Watson, 


Beverages, is 
Whipper Billy 


world heavyweight wrestling cham- 


none 


former 
pion. 


Explains How Industry 
Has Grown 


F. W. MelIntosh, 
manager of the Pepsi-Cola Company 


sales 


general 
of Canada declared recently that 
the soft drink industry in Canada 
“was built on five principles.” He 
listed these principles as follows: 


1. Make the 
right 


standard product 


2. Distribute it widely and make 
it readily available. 

3. Ensure adequate merchandis- 
ing methods. 

4. Make regular and courteous 
service calls. 


5. Supervise your salesmen 
Want Information? 


Canadian bottlers desiring infor- 
mation of any kind relative to the 
soft drink industry are invited to 
contact National Bottlers’ Gazette's 
Canadian representative, H. Bern- 
stein. Mr. Bernstein’s address now 
is: 135 Yonge Street, Suite 78 Ar- 


cade, Toronto 
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CLASSIFIED 
ADVERTISING 


FOR SALE 


Business Opportunities, Bottling 


Establish meats 





FOR SALE W t ¢ t t 
N R Met ng 700.000 
6 20,000 tt 


w 


SPECIAL 
ANNOUNCEMENTS 


BOTTLERS’ TRADING POST 


WE BUY --SELL - EXCHANGE 


500 GROSS 7 oz. emerald green splits. 


4000 full depth cases 7 oz. 
bottles. 


ACL soda 


5000 full depth cases 7 oz. flint bottles, 
small name in glass. 


5000 half-depth cases 10 oz. plain flint 
bottles. 


5000 full depth cases 
sodas. 


10 oz. ACL flint 


500 gross new emerald green 32 oz. 
sodas. 


Check with us for real ‘'BUYS'' 
on Franchise bottles. 








AIDMON BOTTLE’& SUPPLY CO., INC 


7615 3rd AVE |} tele) ¢S4. i mm. mand 
: BEACHVIEW 8-3450 





IT IS INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample to 


CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, tl. 








FOR SALE 


cor 7-oz. tall sodas 2 dozen low cases, 
per case. 
1 car 12-02. Emerald Green plain Beer Bottles. 
1 car Amber plain 7-oz. splits, new. 
2 cars 24-oz. flint plain botties, pack 1 dozen paper 
cartons. 
120 thousand 63MM white tin lug finish caps. 
50 thousand 66MM white tin lug finish caps. 


R. PELTZMAN BOTTLE CO. 
1721 Holmes St. Kansas City 8, Mo. 


50 cents 





Charles S. JACOBOWITZ @. 


3071 MAIN ST BUFFALO 14, N.Y AMHERST 2100 


COMPLETE 40-SPOUT OUTFIT 
FOR SALE 


All this equipment is late model 
mediate inspection and delivery 

ent working conditior 
HER—Meyer Dumore (6-wide 
single floor, double end, for 


available for im 
gquaranteed—ex 


compart 
splits, pints 


FILLER—Cem 40-spout filler 
neing reconditioned 

SATURATOR—Cem 
old 

MIXER—Cem i6-head spinner type 

COOLER—New Potter & Rayfield 20 HP 
taneous automatic 

SYRUP ROOM—Complete 
Cellule syrup filters and steel mixing 
and storage tanks; all interconnecting bottle con 
veyor, bottle inspector, et 

PRICE—This equipment offered at less than 50 
of the current selling price of new equipment 


dealers handling 


syruper-crowner, now 


1000 gph, stainiess, 1 year 


instan- 


room including 
stainless 


Remember, we are the largest 
new and reconditioned equipment. We have a com 
plete 12-spout outfit used less than one year: a 
complete 24-spout outfit used less than 18 months 
and a targe stock of individual bottle washers 
fillers, carbonators, crowners, labelers, etc 

What equipment do you have to sell—perhaps we 
can work out a “‘trade deal." 





- , 2n4 
CWMADG rb meucan Tudust 4 fot et Year 


CLASSIFIED 
ADVERTISING 


‘ttling plant in 
; equipment 
tically new trucks 


es ite for full particu- 


FOR SALE.—Old established b 
Oklahoma; plenty of bottles 
ery g 1 condition; 4 


and cases 


-f nal franct 
D.K BOX 268 








FOR SALE 


Machinery, Apparatus, Materials, Bettles, Bezes 





FOR SALE 

- write REIMER 
DEVELO! co Rive 
W 4.-1 


FOR SALE 1 ™ 


1 


FOR SALE 
Cet) is 36x 48; 2 low lift elec- 
t , GALLER SEVEN- 
P BOTT ( er i.-1 
FOR SALE ( 
1g 
Ging Bee ( 
BEVERAGES 


FOR SALE 


D&I r 


FOR SALE 


I OX 278 
FOR SALE 
FOR SALE 


$1.15 


BOLLER BEVERAGES 
t., Elizabeth, N. J i.-1 


FOR SALE.—DA&L SO 


FOR SALE 


110 tor j t 
WKS., Somers Point 


9.000 er. M 
. : 


FOR SALE 


EMPIRE PROD. CORP., P 
Tex 1.1 


t I 
FOR SALE 
plain, use 


r 





because of A- F 
Engineering! 


Another large bottling plant has installed an A-F plant- 
wide Completely Co-ordinated Conveying System be- 
cause of its many superior engineering features—the 
result of 49 years of experience! 

Cases flow in an “endless stream" from the filling 
machines, and an A-F Switch routes the cases auto 
matically on A-F Live Roller Conveyor lines to storage 
or shipping 

You, too, can increase production efficiency and save 
money with an A-F Conveying System. Write for further 
information—today! 


THE ALVEY- FERGUSON COMPANY 
Disney St Established 1901 Cincinnati 9, Ohio 
Offices or Representatives in Principal Cities 


Alvey-Ferguson 


tt, 
a> 4L£agineered 
CORIVEYORS 


First in the Field of Case and Package Conveyors Since 1901 


“Custom-made” Beverage Cases are not manu- 
factured in standard sizes. Your individual size 
and shape of bottle dictates what their measure- 
ments should be. 

Remember. you have less breakage when bottles 
fit their cases. 

“Custom-made” cases are now obtainable. Write 
today for delivery information. 


THE GREEN COMPANY 


Inc 


10 East 40th St. New York 16, N. Y. 


(Plant— Bellows Falls, Vt.) 


Beverages Look and Taste 
Fresh and Inviting with 


POLARSTIL 


PURIFIED 
WATER 


Equip your plant with a POLARSTIL 
and Presto! your beverage 
products perk up to a new high 

in sparkling new life and taste. . . 
in sales and profits. POLARSTIL 

is first choice with beverage 
manufacturers everywhere for 
purifying water at a minimum cost — 
LESS THAN Ic A GALLON. 

Yet it pays handsome dividends 

in better looking, better tasting, 
faster selling products. Get in 

line with modern times. Put new 

life in your beverage business. 
INSTALL A POLARSTIL. 

For full particulars, write 








COPPER & BRASS MFG. CO. 


2734 N. Janssen Ave. e Chicago 14, Ill. 








OPPORTUNITY for SOFT DRINK 
Sales Representative 


Substantial firm seeks Southeastern regional 
sales representative thoroughly experienced in 
soft drink industry, contacting and servicing 
franchise bottlers and prospects. Good salary. 
Age 35-45 preferred. Supply detailed back- 
ground, experience, recent photo. Our people 
know of this ad. All replies in confidence. 
Address: Box 258, this paper promptly. 











VANILLIN 


ZIMCO*LIGNIN VANILLIN C. P., U.S. P. 
41 Natural Source Vanillin Originated 
and Manufactured in the United States. 


A Finer Vanillin of Exquisite Aroma. 








Consult your flavor supplier 


. -¢ 
re. 
SUBSIDIARY OF STERLING DRUG INC. 
170 VARICK STREET, NEW YORK 13, 8. Y. 


445 Lake Shore Drive, Chicago 11, Hi. 
FACTORY; ROTHSCHILD, © ISCONSIN 
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ATTENTION !!— BARGAIN HUNTERS 
Partial Listings From Our Specials 


Turt sta s e quid it n carbor or per 
BOX 2s 1 1,000 gr. 53-Os codes lettered ‘'asco'' on shoulder. fect condition f ston, and 5-head 
350-gr. 28-02. flint sodas it le 1 r, t s all size bottles $1,000 
FOR SALE.--24 t Liqu filler 5 12,000 cases 2 12-oz. ‘So bottles; also 6-oz. Spur. t B 1 mmediat lehivery MISSION 
i tot Cr 5-tor mpress tait 6,000 cases 24/12-o2. flint soda steinies, small name. ORANGE BOTT imbus 
itor ‘ ‘ tion: priced | oan gr. 12-02. new flint ACL ty same. Boston 20, Mass 
rig ‘ 3 ING 1,800 gr. new flint 10-02. plain bo 
BOTT ., B I 400-gr. emerald green 10-02. sodas mace. 14-02. wt. FOR SALE 
- . T-ox. ‘ACL’ sodas, 8'/2"' ht. Bey 8 Riedy 
FOR SALE. |! Co 1 Mag 0-2 . 7-oz. flint stippled and ae sodas, 8'/2"* ht. . ‘ a 
a t B t P t , 8"' ht. ee bs 
’ . 62 . ‘ 
! t ‘ or. hem § new flint stippled. 
LE DEEI D I ty, N ‘. 000 cases 6'/2-0z. sodas, one brand. 
15,000 cases 6'/2-0z. ACL Joe Louis Sod 
100,000 full-depth 7-oz. cases; 10,000 full-depth 29-02. 


BASKOWITZ BOTTLE CO., INC. | 5. 


CARROLLTON BOTT. CO.. Carrol “= Grand St. Brooklyn 6, N.Y. | | 
t.-1 wr ok SALE.—| 


FOR SALE 


” ca 





FOR SALE i } e er I 
-- nee or eet PA TOWN CONSULTANT 
or Preparation and Production of Carbonated Beverages | FOR SALE. 1959 Milles 
FOR SALE.— 12, es ACL Flint 7-oz t Leading U. S. A. and Foreign Manufacturers cas 
800° 5 Ww Saat Wines teenie’ aa Served. : 
ttles, same DR. FREDERICK H. POLLACK _FOR SALE 


Lorree Laboratories 1 co. u 
8-28 Astoria Boulevard Long island City, N. Y. 





fer t EF RANKIN. 





FOR SALE 





CORP, 43-77 Vern 

We Will Buy At Any Point ©" 
Any Quantity of Emptied 10-Galion Grapette, | ;, stad ag gna gl re aii ga 
Double-Cola, and Pepsi-Cola Metal Cans; irts; machine new in 140.—HAMMER 
and Also Wooden Kegs, Barrels and Steel | ‘VK!., = ! n Brooklyn, N. ¥ 

Drums. FOR SALE.—Rebu 1d Spinner 

M I right “BOTTLERS. SERVICE 

BUCKEYE COOPERAGE CO. Oth 8S Ven SN 
3803 Orange Ave. Cleveland 15, Ohio FOR SALE.—36” Infileo Purifier and 36 
FOR SALE.—1 t I Re ) file I unit; price $400.—BOTTLERS 


FOR SALE 


1 








FOR SALE 


1,000 cases 12-02. capacity, flint, tall, semi-steinie with asher, W indle sf t 1a! it 
private ACL; 2,000 cases flint, 10-02. ear F ate é BOTTLERS SERVICE CORP., 
tall gee: packed 24 to full depth « » Bd ‘ ernon BI | ( N. ¥ 4.-1 


i-wide, 3 mpt. Heil 
A iil 


FOR SALE o capacity flint quarts with private 7 z ; 

t 72 so-tall depth shell; 1,000 cases tall, 12-02. FOR SALE ud Lifetime 500-gallon « 
capacity, flint, plain sodas initialed on shoulder; nator, g conditior , BOX 299.—4.1, 
carload T-ounce capacity tall, flint sodas with private 7 
ACL; 200 gross 6-07. capacity ACL Chere bottles |} FOR SALE.—Birminghar H ible ‘ 

€ A UO) oF s ttle (MM) fla 
SIGNER BOTTLE SUPPLY CO. ime 255,000 « machinery and t 
Cincinnati 14, Ohio ‘ ible B IR NI 7 NG 1AM DOUBLE 
FOR SALI BOTT. CO.. 6 t tw BR ng 
4 1 1 
FOR SALE FOR SALE 
1200 gr. B-1 ACL 7 ox. Bottles. Halaees aa BR model Buren 
; rs 325 gr. New 7 or. ACL Clicquot Club acenleiiae. sana gre 10. 
of ‘ % : 20M cs. 6 ea. 64 oz. Amber Steinies. : Bos 
: 6000 cs. 2 dz. ea. 10 oz. ACL Dr. Swetts. 
FOR SALI . ; ? ; Wanted: Your surplus bottles, cases, siphons, 
si , Consult us 
BISON BOTTLE COMPANY, INC. 
28 Wasson St Buffalo 10, N. Y. 








d water 


EMPIRE PROD CORP 
3.-1, 











FOR SALI 
Ww 


WANTED 


DISTRICT 
REPRESENTATIVE 


Exceptional opportunity for a qualified ex- 
perienced man as district representative 
FOR SALE‘ & Ss ¥ with a well established parent franchise 
t beverage company to contact franchised 
bottlers in Southern territory 


Headquarters can be maintained inMemphis, 
Nashville, Birmingham or Atlanta 


Please give complete outline of past ex- FOR SALE 
perience, present connection, earnings, age | pr 1 

and personal -data Application will be r 
strictly confidential 


Address: Box 280 
NATIONAL BOTTLERS GAZETTE 


“1950 


~SY., i 


FOR SALE 
Miller H 1 


1 yrs. « t condit 80 Broad St., New York 4, N. Y. FOR SALE.—12 
= BOTT CO go01 East 




















April, 1950 








er Washer 140 pe 


40- 


¢| BOTTLING MACHINERY 
| SERVICE ENGINEERS 


We have several opportunities for thor- 
oughly trained mechanics to install and 
service heavy bottling machinery in 
dairy. beverage and beer plants. Ex- 
perience must be equivalent to both 
machinist trade and two years Uni- 
versity Engineering training. Position 
entails travelling. Please send full in- 
formation in first letter including refer- 
ences, thorough outline of experience, 
education and photograph. Address 
Box 296 N.B.G. 


tl 


nodel ¢ 
new 
ttle 
tors, 
uipment 


FOR SALE 


A I 





FOR SALE 





24 OZ. BEVERAGE BOTTLES 


Large Quantity Packed 12's in New and Used 
Corrugated Cartons 
Available for Immediate Delivery. 
Samples and Quotations Upon Request 
THE KROGER COMPANY 
MFG. DIVISION 


35 EAST SEVENTH ST. CINCINNATI, OHIO 








FOR SALE 
STAINLESS STEEL 
4 - 60 gal 6 - 100 gal 
1 - 500 gal 
STAINLESS STEEL 


50 tanks from 30 gal 


TANKS with side entering agitators 
180 gal; 1-250 gal; 5 - 400 gal 


rANKS 
to 500 gal 
Meyer & Liquid Washers splitst 
PERRY EQUIPMENT CORP. 
1519 W. Thompson St. Phila. 21, Pa. 


open top, tor storage 


§ wide, 3 comp quarts 








FOR SALE 


4—World Rotary Automatic Labelers 
1500—Single Shell Steel Quarters 
250—Kooler Kegs. 
500—Lee Steel Half Barrels, 1947 & 1948's 
15000—Wooden Export Cases, paper partitions. 
5000—Wooden Quart Cases, paper partitions 
5000—Lbs. Box Strapping. New. 
New Stainless Steel Storage and Mixing Tanks 
100 Gal. Cap., 31'' dia., 36'' High on shell. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa 





FOR SALI 


WANTED TO BUY 
Bottling Outfits, Botths«, Boxes, Machinery, Materials 
SALE i ? 

I er-Kleen wa nts and WANTED 
quarts; repla ¢ . . : 

in operation t 

CRE x0 N BO 
“ ex 


FOR 
< TO BUY \ 


156 


| 
| 
| 
| 


WANTED 
in MMi wa 
BEER BOTT. CO 
S. 4-1 


Stainie ste iKS, 
agitator DAD'S ROOT 
Ave Newark 


TO BUY 
OTS 
WANTED TO BUY.—2 
P ails al 1m t OM « 
1) or whee ase truck x n- 
ADE 


€ 


etween rRt 
Genesee t Syracu , 


lude t ns b 

BOTTI CO 1115 W 

N. ¥ 4-1 
WANTED TO BUY.—-3,000 

1343 long 9” e, 9% ht 

rice HAY 


g 24 


Ww x nad 
ANA BEV. CO., 3410 W 
I 1 


4 


WANTED TO BUY 
t Va « I 

SEVEN-UP BOTT 

M 4-1 

WANTED TO BUY 1 6 S-hea iut tic 
t re i r rTHE MILLER-BECKER 

411 Cent Ave ( velar oO 4.-1 

TO 


WANTED BUY Ca 
t Cer UMP ¢ 


+.-1 


WANTED TO BUY 
- © Re € 





HELP WANTED 
Foremen Helpers, Practical Bottlers, Salesmea 


HELP WANTED Salesmen; new progressive 
flavor } s¢ wants representation, all New 
d op- 
INC. 


but 
England states; severa 
portunity. ATLANTIC 
134 Fult > Bostor 


specialty items 
EXTRACT 
13, Mass.— 


goo 
co 


HELP WANTED 


> WANTED 


WANTED 


WANTED 


WANTED 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremes, Helpers 


WORK WANTED.--Pr ex 
errenced Dime an Liq 
frug 
nce and 
BOX 155. 
WORK WANTED 
tate but ‘ 
U BOX 2m] 
WORK WANTED.—|! 
1 v s 
‘ e, 40) yea 
BOX 270.—4.-1 


DM 


WORK WANTED 
¢ M t IS 


BOX os4 
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ACIDULANTS / 


. \ PFIZER Chialty g 


: Improved 


FLAVOR... 


Good taste sells beverages. And the basis of 

good taste is flavor. But even the best flavors 

are improved by Pfizer Quality Acidulants. To 

be sure your beverages’ flavor is always at its best 
always specify Pfizer Quality Acidulants. 
Pfizer Citric Acid is available in the U.S.P. 

grade and as Anhydrous Citric Acid, Use the 

economical Anhydrous Citric Acid—you get more 

acid and save on freight. For details on how 

to switch easily, write: Chas. Pfizer & Co., Inc., 

630 Flushing Avenue, Brooklyn 6, N. Y.; 425 

North Michigan Avenue, Chicago 11, IIL; 


605 Third Street, San Francisco 7, Calif. 


Caffeine Alkey 
Hydrous or An 


eid U.S p. 


hydrous 


Sodium Citrate U.S.p 


Tartari¢ Acid y S.p 




















foole «Jenks 
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JACKSON. M 


Ca em ak OE 
FLANOR — g\tt 18 


ICHIGAN 





